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BRODIE BiRotor METER 


products or crudes 
pipelines 

bunkering 

barge loading 
tanker loading 
refinery runs to stills 








Note compactness and full 
range of sizes of Brodie 
Meters — from 14%” to 12” 
as shown above, 





@ 12” or 10” flanges or welding ends — pressures to 300 psi 
® Compact in-line design for clean installation in new or existing lines 
® Sustained accuracy and low maintenance of exclusive BiRotor measuring element 


© Complete accessibility for inspection, cleaning, or replacement of unit built 
assemblies without disturbing line connections 














Years of high capacity services have proved the basic BiRotor design 
handling everything from heavy crudes to high volatiles. Now, the B-123 
offers BiRotor performance for critical high capacity services up to 5,000 





Removal of cover dome gives full access for 
: . . : inspection, cleaning and service. The two 
barrels per hour through a single meter. It’s available with a choice of fluted rotors are the only moving parts with 
counters, printers, and remote counter system to meet every requirement. ae ee in the measuring 

as i ke if s ad : chamber. Friction free ball bearings, counter 
Fot the full story, see your Brodie Metering Specialist, or request Bulletin and timing geors ore fully enclosed away 
No. 654. from flowing fluid. 801 


All 


Brople ®if” METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, Ill. 221 9th Ave. N. 5401 Sheila Street 


REPRESENTATIVES With STQ€ ES AND SERVICE FACUAUTTIES IN Att PRINCIPAL CLEEES 











“MAGIC CIRCLES”— 


Ethyl’s 1958 Market-Expansion Program 


January marked the beginning of Ethyl’s 
1958 national advertising and publicity 
effort designed to help you sell more serv- 
ice station products. 


This new campaign promotes extra 
pleasure driving by focusing attention on 
the ‘‘Magic Circle’ — that easily-explored 
area of pleasant things to see and do 
around every car owner’s home. 


It’s all part of Ethyl’s continuing pro- 














gram—now in its fourth year—to get mo- 
torists out on the road more often —mak- 
ing more stops at your gasoline pumps. 

Look for this month’s ‘‘Magic Circle’”’ 
advertisement—and others that follow 
during the year—in LIFE, LOOK, SATUR 
DAY EVENING POST and SUNSET. 

Your Ethyl] Representative will be glad 
to tell you how this new Market Expan- 


sion Program works for you. 


ANTIKNOCK 
COMPOUND 


ETHYL CORPORATION ew vork 17,5. v 
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No. 633-F ADAPTOR 


Se 


The Fastest, Safest, QUICK COUPLING ASSEMBLIES for hose and pipe 


surest Coupling Known | <- 


You'll want to keep this excellent, practical working Catalog close 

at hand. Lots of illustrations clearly show the complete interchange- “ 

ability of master gauged OPW KAMLOKS. Detailed recommendation : * 
and sizing charts, typical specials for unique applications and factual 

information will help you in planning, selection and determining in- 

stallation. 


Just write us on your letterhead and it’s yours! 
Your fluids handling may well be improved with OPW KAMLOKS. 


RPO 
amas 
2 4 


4 
Qe 


OPW CORPORATION 


2735 Colerain Avenue @ Cincinnati 25, Ohio Kirby 1-5400 


No. 633-C COUPLER 
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COND WALA OF BuNLDINS + 1900 80-17. 


TAKE YOUR 


If your stations need a bright new look, Mobil’s 


PROBL E/UE : 7O THE EXPER Y Station Rehabilitation Program can save you ume and 


money .. . and produce results! At your request, a 

‘ e trained specialist will be glad to help analyze the situa- 

\ pi i hs SS | *( | WN \ I< I ) tion and make definite recommendations. Additional 
e experts are available to assist you with other tough 

y » =. P sig : 2 problems, too. For instance, help you reduce loading 

N | ¢ f TP } ISIS ® time... help set up a preventive maintenance program 

... help institute management procedures that make 


running a business easier—and more profitable. 


That's why it’s good business to do business with 





Mobil. The expert advice you get from our staff of 
specialists .. . plus top-quality branded products add 
up to a real competitive advantage for you 
Talk to your Mobil salesman today. He's your direct 
YOU'RE MILES AHEAD WITH MOBIL! line to the specialists. 


OCONY MOBIL OIL COMPANY, ING 1 Athlates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORE 


NEW YORK 17, N.Y on 4 St. «© CHICAGO 5, ILLINOIS en St. «© BALTIMORE 18, MARYLAND 1914 North Charles St. «© MILWAUKEE 1 

WISCONSIN First St. e KANSAS CITY MISSOURI DETROLT MICHIGAN 903) West’ Grand Blvd. e ST. LOUIS Ss, MISSOURI 

WW Lindell ¢ DALLA rEXAS M ia Petrole Buildi e LOS ANGELES 54, CAL Gener Yetroleum Cor R. Flower 8 
: Mot aint mi ' | cuted service offices t ive i close and fast cooper 


NATIONAL PETROLEUM NEWS °* February, 1958 





STANDARD 


NPN Staff 
HARRY WADDELL Publisher 


FRANK BREESE Editor 
Epwarp H. DeHarr Managing Editor 
F. C. SturTEvANT ..TBA/Equipment Editor 
JoHN T. BETHELL News Editor 
CORNELIUS BRODERSEN ..East Coast Editor 
ANTHONY M. ASTRACHAN ... .Staff Writer 
RIcHaRD C. SCHROEDER ... Staff Writer 
Doris E. WELLS .... Staff Writer 


Hatsey PeckwortH ......Market Editor 
Vircit B. Guturie ....Supply and Demand 


WILLIAM A. CAPERELL, Jr. .... Art Director 
Carote A. Masucct ......Editorial Asst. 


W. F. BLanp Asst. to Publisher 


NPN Editorial Office 
330 W. 42 St., New York 36, N. Y. 
Phone: LOngacre 4-3000 


NEWS BUREAUS 


Washington—Nat'! Press Bidg. Republic 7-6630 
GEorGE B. BRYANT, Jr., Chief; GLEN Bay- 
LEss, DoNALp O. Loomis 

Detroit—asé Penobscot Bldg. Woodward 2-1793 
HoLcer RIDDER Automotive Editor 
Houston—724 Prudential Bldg. Jackson 6-128) 
MARVIN REID ... .. Southwest Editor 
San Francisco— 68 Post St. © Douglas 2-4600 
MARGARET RALSTON, Chief; JENNESS KEENE, 
Suz JOHNSON 

Los Angeles—i|25 West 6th Ave. Madison 6-935! 
JOHN K. SHINN, MARVIN PETAL 
Atlanta-i30! Rhodes-Haverty Bldg. Jackson 3-695! 
CuHarLes T. Dixon, Jr., Chief; FRANCES 
RIDGWAY 

Cleveland. | 164 Illuminating Bidg.; Superior 1-7000 
WILLIAM G. MELDRUM, MICHELLE M. PERRY 


Dallas— 90! Vaughn Bidg. Riverside 7-5117 


KEMP ANDERSON, Jr., Chief; LORRAINE” 


SMITH 


Correspondents— 
FRANK PITMAN, Denver 
C. E. WriGut, Jacksonville 


BUSINESS STAFF 


New York 

Wo. J. PARKIN Advertising Sales Manager 
RicHarp H. Lover Circulation Manager 
N. F. CuLtinan Promotion Manager 
Leo Murray Research Manager 


GEORGE REID 
Southwestern Research Manager 


JoHN E. THOMPSON Production Manager 
HELEN L. KELLER Advertising Makeup 


District Managers 
ATLANTA M. H. Miller 
CLEVELAND & Derrori Walter G. Berger 
CHICAGO George C. Hodgson 
DaLLas & Houston E. E. Schirmer 
Los ANGELES Peter S. Carberry 
New York & Boston James B. Dunn 
PHILADELPHIA Charles J. Jefferis 


February 1958 
Volume 50, No. 2 
Established in 1909 


Other McGraw-Hill 
Petroleum Publications 
PETROLEUM WEEK 
PLaTT’s OILGRAM NEws SERVICE 
PLaTT’s OILGRAM PRICE SERVICE 


Behind Our Headlines 





HIS MONTH we feature an article about Ingram Oil & 

Refining Co., a fast-moving factor in the Deep South 
This makes the fifth big article about private-brand mat 
keters in less than a year. 

The first was about Site Oil of St. Louis and the two 
Sitemans—Phil, the founder, and his son Alvin (Apt 
Apr. °57, p 100). The next was about Wisco of Milwau 
kee and W. T. Hansen, the president (June “57, p 109) 
The third was about Gaseteria and the Williams brothers 
of Indianapolis (Nov. “57, p 123); next we covered 
Buddie Billups and his fantastic Dixieland organization 
(Dec. °57, p 98). Then came a piece about Spur of 
Nashville (Jan., p 88). 

Each article has many details, including considerable 
information never published before—much, in fact, that 
was new even to competing marketers 

Everyone seems to be interested in private-branders 
these days because they've become such a tremendous 
factor in gasoline marketing. Because of this, NPN plans 
to publish more articles about private brand marketers 
Each case history is a success story that contributes to 
the fund of oil marketing material. Together they will 
constitute a rare collection of useful information about 
private-branders. 


1TH THE NEW YEAR under way, NPN reporters are 
W atiso under way on trips in search of material for 
articles 
Dick Schroeder started out right after the holidays 
visiting Ohio and Kentucky. He covered the Kentucky 
Petroleum Marketers Assn. meeting in Louisville and 
Ford’s preview of its new line of trucks. Shortly there 
after, Cornelius (Brody) Brodersen went to the Midwest 
for the circuit of jobber meetings, starting with Northwest 
Petroleum Assn. in Minneapolis 
Don't be surprised if you get a call from an NPN 
reporter, asking to talk shop. They ll be all over thi 
year—hunting ideas to help readers make more money 
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Metering Saves Seven Ways 


... Ruan reports on big transports 


Four years ago, Ruan began equipping 30 transport 
trucks with dual Red Seal Print-O-Meters for partial- 
load hauls. Here’s why Ruan now says metering is 
“the only way: 

(1) Meter-printed tickets build customer confi- 
dence, particularly on “key stop” or night drops; 
(2) printed tickets reduce book-keeping for billing 
and tax records; (3) metering reduces possibility of 
stock shortages; 

(4) Dual meters, delivering regular and hi-test 
simultaneously get the truck out and rolling in half 
the time; (5) When customer orders an exact quan- 


NEPTUNE METER COMPANY 


19 WEST SOTH STREET * NEW YORK 20, N. Y. 


tity, the ticket is typed in advance, totaling price 
and tax. The Auto-Stop is set for this amount, and 
it is confirmed by the Print-O-Meter with no further 
book-keeping; (6) The meter’s emergency stop 
button helps prevent hazards that might arise 
during delivery; and (7) the meter permits any size 
drop, not limited to big compartments. The meter 
costs far less than extra compartments for smaller 
drops. 


You too can select Red Seal meters with con- 
fidence . . . for all your trucks, bulk plants and 
terminals . . . for accuracy you can bank on. 


Branch Offices: ATLANTA * BOSTON © CHICAGO 
DALLAS © DENVER * NO. KANSAS CITY, MO. 
LOS ANGELES © LOUISVILLE * PORTLAND, ORE. 
SAN FRANCISCO (Millbrae) 
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Pi IN CANADA: NEPTUNE METERS LTD., 
erat), 1430 LAKESHORE RD., TORONTO 14, ONT. 
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How Neptune Meters Make Money and Save for Others: 


“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the 
best that can be bought. We have used just about every type that is on the market . . .” states Mr. 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. 


25 in-plant vehicles are refueled through Red Seal 
LP-gas “compact” meter at Torrance, Calif., plant of 
National Supply Co. This fully approved LP-gas meter- 
ing system included all accessories in one safe, easy- 
to-install unit. 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 





Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on ane a frechs, 
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Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure 





Letters 


What Readers Say About ‘The Jobber 


Here's a sampling of comments on NPN’s latest look at the jobber 
“deteriorating” market (NPN—Jan., p191) 


and his problems in a 


‘We have to go somewhere’ 


Your article hits the nail on the 
head and just about 
whole attitude of a jobber in today’s 
marketing; and I got this impression 
from the recent NOJC meeting 

I believe we are a bewildered seg 


sums up the 


ment of the oil industry—-we have to 
go somewhere with the capital invest 
ment we have, but where? A. start 
could be made with a realistic price 
structure to iron out some of the 
problems of margins and oversupply. 

Pra; kly, 'm not interested in “pub 
lic re'ations” when my own relations 
with our supplier are in such a hell 
of a shape 

I believe we will carry over these 
On top of that 
business will not be so good—and if 


problems into 1958 


a jobber expects to make any money 
he will have to get it out of a more 
efficient operation 
FEF. J. CONNABLI 
VMoto-Pep, Inc. 


Memphis, Tenn. 


‘lam not... without optimism’ 


>The Bewildered” has 
been read with great interest. It is 
coincidental that | recently reviewed 
some former talks [I had made. at 
jobber three and 


four years ago. I was severely criti- 


Jobber is 


associations two, 


cized after each of these for having 
taken a dim view of what was going 
on. It is interesting to observe that 
several of the points you mention in 
the article are those that I) made 
three years ago 

The elimination of — the 
“tank wagon price’ and “temporary 
tank wagon price,” and the “practice 
of selling at a price below what they 
charge their — franchised 
were all points [ had made. | must 
agree with the prominent jobber who 


SO called 


jobbers,” 


has concluded he has wasted his time 
attending meetings since nothing has 
been accomplished 

While I agree that to some jobbers 
the situation may look very bleak, | 
am not completely without optimism 
| think the depths to which some of 
the problems have sunk will bring an 


awakening that must produce some 


beneficial results. | believe some. of 


the majors are coming to the reali- 
zation that their policies are produc- 
ing some adverse conditions. There is 
to me, at least, an indication of a 
willingness, now, to really try to find 
a satisfactory solution. 

I congratulate you on a concise, 
to-the-point explanation of how most 
jobbers really feel today. 


SAMUEL B. WILKES 
Crown Petroleum Corp. 
Hartford, Conn. 


‘Biggest worry is the dealer’ 


PAs a small independent marketer 
with nine stations and a background 
of 16 years with Standard Oil Co. 
(N. J.) from 1920-36, I feel that I 
can fairly well put my finger on the 
underlying cause of the price disturb- 
ances in the two Carolinas during re- 
cent months. 

Ihe biggest worry in oil marketing 
is the major dealer, particularly the 
one who operates what we call a 
combination station, where petroleum 
products (with a minimum of service) 
are handled as well as groceries. 

Invariably the price disturbance 
goes back to the major outlet dealer 
who, in addition to selling sugar and 
tomatoes at unreasonably low prices, 
plays around with the gasoline mar- 
ket. He giving special low 
prices on gasoline and puts up dis- 
play signs. As a result, other majors 
and frequently independents set out to 
meet the competition by reducing 
their prices. When the reduction starts 
the majors give a voluntary discount 
to their dealers. The major supplier 
serving the price disturber who orig- 
inally started the price war sets out 
and protects him with a voluntary 
allowance 


Starts 


I have seen the price situation get 
so bad that voluntary allowances went 
down to 8.6c ofi tank wagon. The 
independents rushed into the area and 
bought major brand gasoline from 


How do the 
PRIVATE BRANDERS 


view market conditions today? 
see page 137 


NATIONAIL 


stations perfectly willing to sell loads 
of 5,000 gal. at a price 0.5¢ above 
the dealer’s net price after the volun- 
tary allowance. 
PeTeE THORNELI 
Thornell Petroleum Co. 
Florence, S. C. 


‘Not free enterprise’ 

Why is the jobber bewildered? It 
is because he is confronted with sev- 
eral problems that are beyond his con- 
trol and because the industry has so 
little genuine concern for his prob- 
lems. Finding little interest within the 
industry, the jobber considers taking 
his cares to the government. But being 
independent and perhaps too individ- 
ualistic, he instinctively shies away 
he is frustrated and doesn't know 
what to do. 

Jobbers are bewildered, too, be- 
cause there are major company spokes- 
men who at times seem to say the 
jobber is obsolete, that our “modern 
economy has no place for the small 
operator. But his attitude is typical 
of totalitarianism, not free enterprise 
capitalism Historically, in this 
country, the unlimited use of eco- 
nomic power has contained the seeds 
of its own destruction. Either the 
majors limit themselves to those areas 
in which gigantic enterprise is essen- 
tial, or the public, in the form of 
government, will intervene to pre- 
serve freedom of opportunity for tree 
enterprise. Either the majors accept 
us and work with us in good faith, 
or out of desperation the jobber will 
turn to the government for equity and 
justice. Herein lies this jobber’s op- 
timism. 

KENNETH A. GOODWELI 
Good Oil Co., Inc. 
Richmond, Ind. 


‘Why the .. . high tank wagon?’ 

Why the reference seller continues 
to hold the high tank wagon over the 
shaky demand and supply is more 
than we can understand. For example, 
gas margins are in the neighborhood 
of 0.0325, but fuel oil margins range 
from 0.04 to 0.06 per gal., thus tempt- 
ing many jobbers to cut the price for 
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increased sales. We find that it isn’t 
the major who is cutting but the job- 
ber. The only area of major cutting 
is in the consumer transportation 
field. Certainly it is difficult for a 
jobber of branded product to see his 
competitor buying for 0.01 to 0.015 
better than he and then cutting the 
price by that amount for increased 
sales. The additional gross a branded 
jobber makes or loses on the open 
market many times reflects whether 
he makes a profit or goes broke. But 
if he stays with his supplier, the sup- 
plier is making his gross on the prod- 
uct and the difference comes from 
the jobber’s pocket 


J. 1. KAISER 
kau Claire Golden Rule Oil Co. 
Lau Claire, Wis 


‘The Industry Is Bewildered’ 


m1 think the [article] might just as 
well have been titled “The Industry Is 
Bewildered.” I hope sometime I can 
convince enough important 
that there is no solution for our 
troubles until each reputable com- 
pany finds a way of protecting the 
retail price of its product in sizable 
areas—the larger the better. When 
that system is established, some prog- 
ress can be made into dividing up the 
pie fairly among retailer, jobber and 
supplier; never to anyone’s complete 
satisfaction, but at least we will know 
just what it is we are apportioning 


people 


DwiGcHt T. CoLLery 

Vice President, Marketing 
Atlantic Refining Co 
Philadelphia 


‘When the acute becomes chronic, old remedies don’t suffice’ 


The following letter was sent to 
Phillips Petroleum Co. by a group of 
Phillips jobbers: 


Phillips policy (2'2 ¢ minimum mar- 
gin) is recognition of the fact that 
for a jobber to sustain his gasoline 
Operation even temporarily through a 
price war, a guaranteed margin is es- 
sential. Competitive forces require ef 
ficiency. Efficiency presupposes plan 
ning, and planning requires 
assurance regarding the future 

Too often, though, too high a price 
is asked for too little security. We 
think this is the case with the pro 
posed 70-30 formula. First, it seems 
unrealistic to impose a maximum 
margin unrelated to wholesale prices 
Phillips’ strength with jobbers lies not 
in control or brand popularity, but in 
competitive prices and the habitual 
loyalty of jobbers. This strength may 
be drained and broken 
Phillips laid-in prices are unreasonably 
fixed above wholesale prices. 

Secondly, it does not provide either 
an adequate or a competitive margin 
where a market is stabilized between 
a drastic price war and normal. A 2c 
sub-normal, not uncommon, drops the 
margin to almost to the 
minimum. Industry efforts in our state 
have all been directed toward estab 
lishing pump prices not at normal but 
at “temporary” levels 2-3c¢ below nor- 
mal. Consequently, the 70-30 formula 
would have the 
many jobbers a 


some 


insofar as 


2.65¢c or 


effect of offering 


lower margin than 
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previously and at a level at which 
they cannot their 
business let alone be aggressive com- 
petition. In view of industry practices, 
this “temporary” margin looks all too 
permanent to many jobbers \ 
healthy, efficient stand 
most anything temporarily, but when 
the acute becomes chronic, old rem- 
edies don’t suffice 
Another concern of 
trend away from the 
two-man station to the porcelain pal 


sustain gasoline 


business can 


ours 1s the 


small one ot! 


ace . . . The high acquisition costs 
require not just 
margins for either the jobber to as 
sume rent 
high occupancy costs 
tal and margins deny 
type outlet. Consequently, they cling 
to the small gallonage outlet which 
typically is a long deal with high de 
livery costs. New outlets require high 
margins and old outlets require high 


efficiency but high 
losses or dealers to pay 
I ack ot Capt 

jobbers — this 


margins 

Your 
through long periods of “temporary 
margins. We propose that 
“temporary” tank price has 
been in effect 60 days, it be declared 
normal 

It behooves jobbers and suppliers 
to earnestly work together to find a 
mutually acceptable solution to mat 
keting problem. It is in this spirit that 
the group has directed the foregoing 


jobbers cannot carry) on 


alter a 
wagon 


criticisms and suggestions 


More letters on page 11 ® 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


EVER-TITE 
Adapter and 
Coupler 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry—~ 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC, 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 
Coupling 


fi 


Dust Cap 
EVER-TITE Dust Protectors 





FRAM-WARNER LEWIS 


NEW VERTICAL SEPARATOR / FILTER 


FOR WATER AND SOLIDS 


REMOVAL FROM LIQUID FUELS 
OPERATES ON LIQUID FUELS 
(JP-3, JP-4, JP-5, AVIATION GASOLINE, 


KEROSENE, DIESEL FUEL, NO. 2 FUEL OIL, 
SOLVENTS, AROMATICS, ETC.) 


REVOLUTIONARY FEATURES TO SIMPLIFY MAINTENANCE 
(SWING BOLT COVER WITH MECHANICAL 
LIFTING JACK, SCREW BASE CARTRIDGES) 


GOVERNMENT TESTED AND APPROVED 
MEETS CURRENT MILITARY SPECIFICATIONS 


MANUFACTURED BY WORLD LEADER IN 
FILTRATION AND SEPARATION 


DESIGNED FOR ANY CODE OR PRESSURE REQUIREMENT 
TOP EFFICIENCY ON WATER AND SOLIDS REMOVAL 
SPECIALLY DESIGNED FOR 


REFINERY, MARKETING, MARINE, 
AIR FIELD, AND GOVERNMENT APPLICATION 


WARNER 


Lewis DIVISION OF FRAM CORPORATION 


, COMPANY REPRESENTATIVES IN MAJOR CITIES 


In Canada: FRAM CANADA LTD., Stratford, Ontario 


BOX 3096 © TULSA, OKLAHOMA 
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Discount Stations: Growing Problem 


PThe problem of discount stations 
(NPN—Jan., p21) seems to be multi- 
plying in our major California mar- 
keting areas. As of now, there are 
two discount houses in San Diego, 
each reported doing 400,000 gal. a 
month, with a third scheduled for 
construction. 

What you didn’t point out was that 
all of these discounters sell one grade 
of gasoline only—a premium grade at 
the same price posted by the inde- 
pendents for regular grade—which is 
the thing that worries me. There seems 
to be nothing that can be done to 
slow down their activities which will 
tend to keep the retail price in a low 
bracket for some time to come, un- 
less some measure is found to change 
the situation. 

SAM GOLDMAN 

Vice President, Marketing 
Douglas Oil Co. of California 
Los Angeles, Calif. 


In reader Goldman’s home town, Los 
Angeles, most discounters do sell only 
premium grade gasoline. In the San 
Francisco Bay area, however, six of the 
seven discounters sell two grades. 


You quoted some major company 
officials as saying that discounters, 
selling gasoline in California, don’t 
have a serious effect on their deal- 
ers’ gallonage. There is a drainoff, 
and they certainly disrupt conven- 


Did Somebody Say 


P°How Billups Packs Them In 
(NPN—Dec. °57, p98) was of great 
interest to all of us here at Hammond. 
Since the various departments have 
their own figures, I thought maybe | 
could elaborate a little on the moc- 
casin story, since your article indi- 
cated that we only sold “upwards of 
10,000. pairs.” 

I was sent to Texas to locate a 
source of supply that would meet our 
requirements as to volume produc- 
tion, price, quality, stability, financial 
responsibility, etc. and with orders to 
spend $25,000-30,000 on an_ initial 
order of moccasins. 

My tongue was in my cheek, but 
I intended to follow instructions even 
though I figured we had finally 
“flipped our lids.” When I found the 
source, I “chickened out” and only 
bought 1,200 dozen—14,400 pairs 
to serve as a trial balloon. 
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tional operations. We are very much 
concerned. 

We estimated their top gallonage 
at 300,000 gal. a month, rather than 
the 400,000 gal. you reported. But 
the volume is still staggering 

MAJOR EXECUTIVE, 
West Coast 
(Name withheld by request) 


Discounting as herein’ is just 
another way of selling at the bottom 
price in an attempt to make “captives” 
of that segment of the market inter- 
ested in price. With the rising cost 
of automobiles and their operation, 
this is a quite significant part of mo- 
toring America. 

The discount has existed for a long, 
long time, as we know. The fact that 
you throw it open to a larger group 
through the use of a membership 
card, or similar, removes what might 
have been called discriminatory pric- 
ing prior to this action (i.e. the reg- 
ular, faithful customer at a conven- 
tional station is more than likely re- 
ceiving a discount today 
course, not the 


at dealer’s 
decision, of 
pany’s). 
Whenever the supply of any com- 
modity becomes long, 
chandising efforts have added up to 
price cutting no matter how you may 
quote it or what kind of package you 


com- 


strong mer- 


Fantastic? 


The quantity was insufficient to 
satisfy the demand even in our trial 
area. For some little time our prob 
lem was supply rather than sales 

To maintain the quality and our 
low retail price, we are now buying 
our own leather and supplying it to 
the manufacturer. He is able to level 
cut his labor curve and keep his 
plant busy by cutting and making 
Billups’ moccasins during the normally 
Slack winter season 

Possibly you heard a_ figure of 
150,000-200,000 when you made 
your notes and found it unbelievable 
But as fantastic as it seems, the fore- 
going experience with moccasins is 
factual as our paid invoices file will 
reveal. 

R. F. PALMER 

Purchasing and TBA Manager 
Billups Petroleum Co 
Hammond, La 
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Letters 


wrap it in. Should the discounters be 
come a strong factor in any market, 
| am sure the competition will move 
to meet them with the resulting wars 
we all abhor 

If and when supply 
into balance with demand, there isnt 


comes back 


a sensible oil man who doesn't want 

to make a fair profit on his products 
including the high volume sellet 

WILLIAM J 

Verchandisine Manager 

Kerr-McGee Oil Industries, Ine 

Oklahoma City, Okla 


FUCHS 


Consignee Diversification 
> Most people in the position of a 
commission agent are a litthe more 
ambitious than the average person, so 
they need to be even more busy than 
a Salaried person (“Should a Commits 
sion Agent Diversity His Operations? 
NPN—Jan., p92). But I think the 
commission agent should put his et 
forts in his own line of business and 
develop his TBA, as that can always 
be profitable in any agency 

I agree with Leonard Allen that 
we have the best opportunity to buy 
and develop service station outlets 
for more business for our suppliers 
and ourselves 

| have an interest in two music 
stores in Portland, but I have a won 
derful partner who runs the business 
and sends me a check. If a commis 
sion agent has a business on the side 
he is bound to take his complete in 
terest and time from his agency. | 
have had opportunities to go into the 
automobile and real estate businesses 
but have always stayed in the oil 
business 

I feel all major oil companies han 
dling TBA should insist on their agents 
stocking and promoting TBA tn thet 
agencies Majors would have a_ lot 


less yacking about petroleum com 


missions if they insisted their peopk 
sell the full line, including TBA 

C. M. McDerMorTI 

Tidewater Commission Avent 

Rosebure, Ore 


NEXT MONTH 


e The inside story of a private 
brander nobody knows 

e A new look at service station 
contract maintenance 

e European marketing's biggest 
white elephant 





SENSATIONAL NEW 


ALEMITE Wi 


We 
Alemite corrects all unbalance right on the car—at 
operating speeds up to 100 m.p.h.! Registers vibra- 
tions as small as 2/1000 of an inch at all speeds! 





% Handles complete balancing job in less than half an hour. 

% Choice of three models—1% h.p. single spinner, 2'2 h.p. 
double spinner, 5 h.p. heavy-duty truck spinner. 

% Free sign, window banner, mailing pieces and advertising 
available to dealers! 
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ALEMITE 


CORPORATION 
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WITH EXCL UMVE 
& 


Strobel 


to build your 


service 
profits! 


EXCLUSIVE! New hand strobe light and 
meter work indoors and outdoors. Sell 
need for balancing —give proof that job 
has been done! 

EXCLUSIVE! New dual-control vibration 
pick-up for both up-and-down and side- 
to-side unbalance! 

EXCLUSIVE! Balances all sizes of wheels 
on the car. No attachments to buy—never 
becomes obsolete! 

EXCLUSIVE! New, low-slung, all-in-one 
design! All parts, including weights, are 
carried in one compact, rugged, easy-to- 
roll unit. 


Symbol of 


Excellence 
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ACCURATE! Powerful, easy-to-uss 
wheels at speeds up to 100 m.p.h 
balance at all driving speed 
FAST! Feather-touch safety 
stops —saves time! 


turn 
true 


spinne? 
provide 


brak« Live po itive 


Mail Coupon For FREE Catalog! 


® ALEMITE, Dept. AS-28 
» 
@ 1850 Diversey Parkway, Chicago 14, Illinois 


Please send me Wheel Balancer C atalog 


| Please arrange for free wheel balancer demonstration 


Company 
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THIS NATIONAL CASH REGISTER speeds customer service, posts both 


cash and charge sales on the spot 


G. cHurcH, owner of Church's 
Esso Service Center 


pontemerer™ 
ler ne 


A NATIONAL SYSTEM provides complete cash and inven 


Church's Esso Service Center 


“Our Clational Charge-Posting System 
saves us *2,860 a year... 


pays for itself every 9 months.” 


—Church’s Esso Service Center, Salisbury, Md. 


“To compile by other methods the 
same information provided daily by 
our National System would require 
many additional hours of work each 
day,” writes G. Church, owner of 
Church’s Esso Service Center. ‘By 
handling our bookkeeping require- 
ments with maximum speed and effi- 
ciency, our National System gives us 
extra time to devote to other impor- 
tant work. 

“All transactions—cash or charge 
—are automatically recorded by our 
National Cash Register. As a result, 


losses from lost and forgotten charge 
slips have been completely elimi- 
nated. Our National also classifies 
sales according to departments, en- 
abling us to keep a close check on the 
sales flow of individual items. 

“Our National System saves us at 
least $2,860 a year, pays for itself 
every 9 months!” 


P.O ¥ ae of. oun 


Owner of Church's Esso Service Center 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES 


14 


IN 94 COUNTRIES 


Your service station, too, can benefit from 
the increased efficiency made possible by a 
National System. Nationals pay for them- 
selves quickly, then continue to return a 
regular yearly profit. For complete informa- 
tion, call your nearby National representa- 
tive today. He's listed in the 

yellow pages of your phone book. 
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Money-Making Ideas 


How mystery men can boost your TBA sales...Ways 


to pep up station credit business ... Telephone tips 


for your dealers ... New highway service gimmicks 


HERE’S A SWITCH on the “Mystery 
Motorist” contest used by some TBA 
suppliers. Have a group of your sta- 
tions in one area choose a driveway 
salesman as “The Mystery Salesman.” 
Designate a specific purchase—fan- 
belt, windshield wiper, air filter—as 
the key to the contest. Then advertise 
prizes for the first motorist to buy a 
full tank of gasoline and the correct 
purchase from the “mystery sales- 
man.” You can vary the product to be 
purchased, depending on what you 
want to push during a certain period. 


g 
e 
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SPECIAL SIGNS of invitation and 
welcome to tourists can be much more 
effective if they mention specific 
credit cards the dealer will honor. A 
station on Minnesota’s Canadian bor- 
der took the trouble to reproduce the 
trademark identifying a Canadian oil 
company with which his own supplier 
has a new reciprocity agreement on 
credit cards. The added punch in his 
point-of-sale advertising brought an 
immediate and sizeable increase in 
tourist business 
ESSO’S LATEST credit card gimmick 
is a glossy holder for the new plastic 
card. Designed to be carried in the 
glove compartment, it lists all com- 
panies honoring Esso cards. 

> 
IELEPHONE TECHNIQUE is a big 
asset for any businessman. Not every- 
body is a glib talker, but your dealers 
can use telephone solicitation more 
successfully by following a few simple 
rules: 

e Give the prospect a reason for 
the call. This might be an anniversary 
or a special promotion—just as long 
as it draws attention. 

e Tell the prospect why he should 
be interested. 

e Give the prospect a gimmick for 
quick action—savings if he acts now, 
for instance 

e Close quickly and get off the 
wire. Sales are lost when a caller 
overstays his welcome—even on the 
phone 
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WHENEVER a West Coast fuel oil 
jobber hears of an unusual event in 
the life of a customer, he phones in 
the name and address to his florist. 
By a long-standing agreement, the 
florist delivers flowers at an agreed 
$3.50 price, and always has on hand 
a stock of cards engraved for the 
jobber. In addition to births, deaths, 
and recoveries from serious opera- 
tions, the jobber makes an effort to 
catch significant wedding anniversaries 
—2Sth year or more—and birthdays 
at the 7Sth year or higher 


$ 


ON THE THEORY that it’s easier to 
clean dirt off the driveway than out of 
the lube room, some dealers take a 
simple precaution to keep the lube 
room clean. They keep a rubber mal- 
let handy and tap the car fenders 
lightly a few times before driving onto 
the lift. Shaking off the loose dirt this 
way also improves under-car condi- 
tions for the man doing the chassis 
lubrication. 


$ 


LOOKING FOR A handy sales train- 
ing tool for your dealers? A California 
publisher is making available a 16- 
page booklet giving rules for success- 
ful selling, safety tips, lube procedures 
and customer relations hints. Copies 
are available at 10¢ each from the 
Almark Co., 11306 Idaho Ave., 
Hollydale, Calif 


GIVE STAMPS 


[hat’s the advice of two West 
Coast dealers—but they mean 
U.S. postage stamps, not the 
other kind. They fight trading 
stamps by giving a 3¢ stamp on 
every purchase of $1 or more. 
They advertise the plan through 
a local supermarket and on a 
large sign at the station. 


a” 


> 


STATIONS NEAR access points to 
the New York Thruway are offering 
“Emergency Highway Protection” 
plans to their customers. For 10¢ 
motorists get a coupon good for 24 
hours. If they have a breakdown on 
the Thruway in that period, the cou 
pon pays $25 worth of service or 
towing charges. The plan is sponsored 
by Accimatic, Inc., of Troy, N. Y., a 
firm owned by servicemen who work 
on the Thruway. Franchises to sell 
EHP are limited, so that stations do 
not compete with each other 
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BETWEEN 807% and 90% of Standard 
of Ohio employes have the best of all 
possible reasons for promoting the 
sale of the company’s products, 
whether they’re in the sales depart 
ment or not. They own stock in the 
company—and the more sales, the 
fatter the dividends. So don’t forget, 
reminds the company, that while we 
like to hear about big deals such as 
the new construction jobs about to 
start, it may also help to tell your 
friends about our automobile polish 
and insecticides 


It Just Keeps Rollin’ Along 


A MOBILE ACCOUNTING UNII 
cuts accounting costs by 40% on 10 
company-operated stations, says Tres 
ler Oil of Cincinnati. Formerly, the 
station manager made out his own 
daily report, which was audited in the 
company Office. 

Now a Tresler accountant drives to 
each station (they’re in a 10-mile ra 
dius from the office) and makes out 
the report himself. That cuts out the 
whole auditing step. The accountant 
has a printing calculator installed in 
his converted GMC Suburban, and 


NEWS 


that cuts the report time in half. The 
calculator also avoids errors the sta 
tion managers might make in doing 
their own figuring 

The calculator—a Victor Mult-O 
Matic—costs about $600. It’s con 
nected to the trailer power cord 
which is plugged into the station out 
let. The Suburban also contains a 
custom-made desk set for the 
countant 

Iresler is a private brander with 
about 100 stations in addition to its 
company-operated outlets 














Build like this..anywnhere, anytime at 


modest cost...without delay or red-tape 


Many companies have found a simple way to eliminate the 
costly, time-consuming work required to plan and build the 
facilities they needed in different parts of the country to 
serve the rapidly expanding oil industry. 

First, they standardized building design with Butler build- 
ing components. Then, they turned construction over to the 
nationwide network of Butler Builders. 

By utilizing the Butler Building System they were able to 
enjoy the many advantages this method of construction of- 
fers over traditional building methods. Economically mass- 
produced, pre-engineered Butler components eliminated 
routine engineering, time spent checking specifications 
against local building codes, costly custom-fabrication. 

E he Butler Builders’ trained erection crews, working with 
et - ’ — precision-made, pre-punched, die-formed components were 
able to erect and finish building weeks—even months—sooner 
Spacious column-free interiors have superior ventilation, il- than traditional building methods would have permitted. 
lumination and temperature control characteristics. These Get the full story on how the Butler Building System and the Butler 
are just a few of the other advantages the Butler Building Builder organization can help you solve construction program prob- 
System offers. Note convenient mezzanine over offices. lems. Your Butler Builder is listed in the Yellow Pages of your phone 
book under ‘Buildings’ or ‘Steel Buildings.’ Or write direct. 


; BUTLER MANUFACTURING COMPANY 
Seg, prove” 7454 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Buildings ©* Oil Equipment ¢ Farm Equipment ¢ Dry Cleaners Equipment ¢ Outdoor Advertising Equipment ¢ Custom Fabrication 
Sales offices in Los Angeles and Richmond, Calif. « Houston, Tex. « Birmingham, Ala. « Atlanta, Ga. * Kansas City, Mo. * Minneapolis, Minn. ¢ Chicago, Ill. ¢ Detroit, Mich 
Cleveland, Ohio « Pittsburgh, Pa. « New York City and Syracuse, N.Y. * Boston, Mass. * Washington, D. C. © Burlington, Ontario, Canada 
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What They’re Saying 


About the horsepower race . . . choosing station 


sites ... shipping western oil to Montreal... pump 


islands today ... more gas heating equipment 


€¢ No one knows whether or not the 
auto horsepower race will continue 
Manutacturers will produce either 
additional performance or economy, 
whichever the customer wants.” B. R. 
(Casey) Jones, supervisor of passen 
ver car and accessories section, Ethyl 
Corp. research laboratory 


66 The suggestion [that western oil 
should be shipped to Montreal] is 
another case of politics at the expense 
of economics. Alberta oil at Montreal 
because of Canadian geography, sut 
fers a substantial disadvantage in 
value versus ocean-borne crude, 25¢ 
SO¢. This can only be reduced by one 
Or more uneconomic and diserimina 
tory course the rate to inte! 
mediate points could be manipulated 
upwards a customs tarifi Slapped 
at Toronto and similar points ol 
the price of oil could be cut at the 
well-head.”” W. M. V. Ash, president 
Shell Oil Co. of Canada 


GC It must be admitted that the pump 
island has been neglected and those 
built today are but replicas of those 
built 40 vears ago.” C. A. Peterson, 
architectural consultant, Green Lak 
Wis., formerly with Pure Oil Co 


GC Seven out of 10 new homes are 
being equipped with gas central heat 
ing. Gas water heaters are outselling 
other types better than 3-1. The trend 
to gas equipment is seen in the step-up 
of gas conversion burners dur 
ing the final quarter of °57 as well as 
the all-year pace of furnace and boiler 
sales.” Clifford V. Coons, president 
Gas Appliance Manufacturers Assr 


O¢ Prices are too high in my area b 


2¢, which enables spot buyers to get 


a longer spread I wish the whok 
price structure would go down 2¢ 
Then we would all be better off 


Midwestern jobber. 


C¢ Let's be sure in choosing our ser 
vice station sites and investing $30, 
000-70,000 or more that the facility 
will produce, not in 1965 or 1970, but 
within the next two or three year 
J. T. McDowell, marketine vice pi 
dent, Cities Service Oil Co., Ltd 
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66 Padding gas bills is a practice that 
costs the trucking industry hundreds 
of millions every yea 
this fraud, a truck driver pulls into a 
filling station and orders, say, 30 gal. 
of gas. He tells the attendant to make 
out the charge ticket for 50 gal. The 
filling station pays the driver the cost 
of the extra 20 gal. in merchandise or 
cash. Later the station collects from 
the trucking company for all 50 gal 
lons.” Life magazine 


fo engage in 


66 Why shouldn't oil companies, in 
designing new. stations, plan some 
office space? Present service station 
design blocks good management. We 
have no office or partitioned private 
space where we can conduct our busi 
ness like other businessmen.” W. G. 
Spengler, Jr., Mobil dealer, San Fran 
cisco, Calif. 


66 Ihe distributor need have no fear 
for his security. He is a necessary and 
indispensable part of the industry. For 
selfish reasons, if for no other, majors 
ire interested in maintaining a large 
and healthy group of prosperous 1n 
dependents so as to ward off the un- 
founded accusation of monoply.” 
Frederick H. Meeder, president, Rich 
field Oil € orp. | Ww: 3.) 


6&6 A marketing manager must rec 
ognize the importance of taking a 
consistent position betore the public 
We cannot sing the praises of free, un 
fettered business competition and still 
eek the pseudo-protection of the so- 
called fair trade laws, excessive re 
straints on imports, and support of 
igricultural prices at unrealistic levels 
Nor can we clamor for reductions in 
taxes and federal spending and _ still 
plead for government building pro 
grams to stimulate trade in areas 
John G. Me- 
Lean, vice president, coordinating and 


whe re we do business.” 
plannine, Continental Oil Co 


NPN’‘s Saying-of-the-Month 





6¢ By 1967 all refinery equipment and 
distribution equipment and plants will 
have to be built or stepped up tn effi 
ciency to handle twice the 1950 vol 
ume.” Albert J. McIntosh, economue 


consultant, Socon Mobil Oil Co 





Customer Attention Time with 
OPW’s No. 18Tl-H 
FULLY AUTOMATIC 
SHUT-OFF NOZZLE 


Oe of the greet 
labor savers eve? 


for seewice 


NOW . . . (UL) APPROVED 
WITH HOLD-OPEN LATCH 


That’s right! You don’t have to 
stand and hold this Nozzle in 
the fill-pipe. Just lift the lever, 
engage hold-open latch and 
while it fills the tank you can 
take advantage of it : 
tomer-attention time 


to check 


Stop working for your pump 
nozzle! Get the Nozzle that 
works for you — OPW's No 
1811-H Fil-O-Matic. 


OPW CORPORATION 


2735 COLERAIN AVE 
CINCINNATI 25, OHIO 
Kirby 1-5400 
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STANDARD Compact Y 









STREAMLINED Compact 


Series ‘'200" Cabinet 
“ann 

Style Super Compact . , be : | Series ‘900"’ Economizer 
in 6 models. Model — Compact...in 4— models. 
250" shown : Model ‘950’ shown 


Model “100” Starliner the in 
dustry’s most popular consumer 
commercial pump. The pump 
with “everything”! 








stanuiner “/OQ” 
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ROTARY 


Rotaboy Series 12... 20 
g.p.m....23 models with 


and without Counter 
Model ‘12300 shown 
g 











pousLe- Action STROKE 
} Double Action Series - 
300" 20 g.p.m. Lever ) Stroke Measuring ... 5 series 
Pump . 11 models J ~—gal., qt., pt—totaling 41 
Model “320” illus. models. Model “420” shown. 





LANSDALE, PA. 








The East 


New Jersey Has Multi-Branders, Too 


Dealers who say they lost volume under New Jersey's fair trade 
prices are adding a set of unbranded pumps at their branded 
stations. Some say it may sound the death-knell for fair trade 


SPLIT-PUMP OPERATIONS — are 
coming back in New Jersey as many 
dealers add two or four pumps to sell 
unbranded — gaso- 
Ine at their 
branded — outlets 
And more and 
more service sta- 
tion Operators are 
going private- 
brand entirely. 
These 
opments at deal- 
er-owned stations 
are elbowing the 
By Operations ot 
Cornelius Brodersen well-known Jer- 
East Coast Editor : 
sey private brand 


Merit, Saveway, Tulsa 


devel- 


chains like 
and Premium 

Just how many dealers have fallen 
off the branded wagon, or how much 
gallonage they now handle, is hard 
to determine. But a jobber figures 
this way: “Normally, private-branders 
sell between 5%-7% of the market. 
Now they have about 15%.” Based on 
recent state figures, that comes out to 
about 19-million gal. a month. 

A major-company spokesman says, 
“It certainly isn’t getting any less. 
Eventually, I expect it to put fair 
trade out of business.” Many—but not 
all—Jersey Marketers agree. 

There is hardly a major highway 
or Important city street that doesn’t 
have its share of private-brand or un- 
branded outlets. A few examples: 

e In 17-mile stretch of U.S. 1, 26% 
of the outlets are either private brand 
or split-pump operations. 

e In a 36-mile rural stretch of U.S 
130, five major-brand-dealers have 
changed to 100% private-brand, or 
split. Six major-brand outlets are 
closed and looking for new operators, 
or abandoned entirely. 

e In one Bergen County town, five 
once-branded handle 
100° unbranded gasoline where you 
could only find two such outlets sev- 


outlets now 


eral months ago. Three are in one 
block 

The Big Reason Is Money 
now unbranded or 


Dealers 
split claim they 
couldn't make money under fair trade 
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pricing when they were branded 
operators 

They say they can’t compete with 
the attractive, modern stations that 
majors and third parties are building 
und leasing to dealers. Some of them 
operate stations at least 20 years old, 
some operate from garages, and some 
rave Other businesses on the property, 
like motels or diners. 

Many of them handle brands that 
are not the most popular in the state 
although a 
brand 

100% private brand 

Most of the outlets are on highways 
that had their peak volume of traffic 
years ago. 


few selling the sales 


leader’s (Esso) have gone 


These roads have lost 
much of the traffic to newer roads 
like the New Jersey Turnpike. U. S. 1 
and 130 are good examples. Most of 
these new private branders have no 
regular neighborhood business to rely 
on. 

Some say they’re competing against 
the city-located private-brand chains; 
that’s why they offer branded gaso 
line at fair trade prices to those who 
want it, and unbranded gasoline at 
2¢-3¢ gal. under fair trade to price 
buyers. 

Others had reputations as “price 
when they branded 
dealers. Others ask why someone else 
should be allowed to set their price 
through fair trade 

How They Reason 
we can compete is by price,” says one 
split-pump dealer. “You can sell any 
thing on the highway if you price it 
right.” 

Before fair trade, this dealer says 
he was selling up to 60,000 gal. a 
month of branded product at lower 
prices. “But with fair 
higher price, I soon 


cutters” were 


“The only way 


trade, and a 
found myselt 
pumping about 300 gal. a day.” That’s 
9,000 gal. a month hardly enough 
to live on.” 

By offering 
fuel for trucks and private-brand reg 
ular and Premium gasoline (at 3: 
below fair trade), this dealer got his 
gallonage back up near the 60,000 
gal. monthly mark 

“Ud say that better than 50% of 


private-brand — diesel 


PETROLEUM NEWS 


gallonage is private-brand product 
he says 

As a private-brander, his margin ts 
less, but he makes it up on volume 


On the average, says a jobber, private 


74s 


branders work on 3¢-3.5¢ gal. vs. 
1.5¢ gal. on branded product 

Most Jersey private-branders wont 
talk about octane number of the pri 
vate-brand product they handle, oF 
where it comes from 
either point bring answers like these 


Questions on 


“It’s good stuff, not any bootleg o1 
doctored gasoline ” Or, “All I can 
sav is that it comes from a major 
company.” 

How Jobbers React 
are involved economically when one 


of thei 


Distributors 
branded deak rs vyoes ul 
branded 

Says a jobber, “It depends on your 
ethics. You either supply him branded 
product as unbranded, or he'll line up 
a new source ol supply 

Adds another jobber, “We 


some stations will sell three times as 


know 
much unbranded gasoline as branded 
When one of our dealers goes private 
brand, why should we give up that 
After all 
And sO 


gallonage to someone else 
our supplier is after volume 
is the jobber. 

A major makes these points: “We 
What 


he does with it after that ts his busi 


sell the product to the jobber 
ness Only we don't want branded 


product undercutting fair trade 
prices If a jobber has a dealer who 
goes unbranded, it up to the iobbe 
about 


to decide upplying that 


dealer 


Excuse It, Please 


Gremlins messed up a tew figure 
gasoline delivert pel 
station on New York’s Thruway that 


were reported here in December 


on aVeraye 


Here’s the correct picture: Calso 
averaged 747,675 gal. per station for 
six outlet Esso, 810,856 gal. for 
three outlets; Socony, 7 195 gal. for 
three outlets; Atlantic, 639,900 gal 
for three outlets; and Sinclair 


i) 


S gal. for two outlets 


(Continued on pas 





FACT No. 1 


FRANKLIN‘’S EXCLUSIVE DISCONNECT 
LEADS assure against gasoline entry while 
allowing easy take-apart service. 


FACT No. 2 


FRANKLIN’S EXCLUSIVE DISCONNECT 
CASTING allows easy removal of pump 
and motor while assuring against gasoline 
entry into lead cavity. 


FACT No. 3 


FRANKLIN’S EXCLUSIVE “TOTALTECTOR” 
provides total protection for all condi- 
tions of overload or loss of liquid. 


FACT No. 4 


Stator windings are sealed in an all 
welded stainless steel case and embedded 
in plastic to assure absolute protection 


FACT No. 5 


Stainless steel shaft is spiral-grooved to 
circulate gasoline for lubrication through 
bearings 


FACT No. 6 


Hi-capacity thrust bearing assembly is also 
gasoline-lubricated, requires no lube 
maintenance 


Insist on Franklin motors 
on your remote system 


pumps for dependability 











SUBMERSIBLE MOTORS 


Franklin motors are supplied with a con- 
trol box which contains the starting and 
protection equipment essential for de- 
pendable long-lived operation. The 
neon pilot light indicates when the 
motor is operating. 


WRITE FOR “FACTS” BOOKLET . . 


SURMER Si, " 


Franklin ere atte i o.. | Gr ° 


345 EAST SPRING STREET * BLUFFTON, INDIANA 
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Jobber Lohr ‘Educates His Dealers 


THIS MONTH, Phillips jobber E.H. 
(Bus) Lohr will shell out over $100 
for a meeting of his dealers in Colum- 
bus, Neb. He'll do it again in October. 
And he’s sorry that his 15 dealers are 
so busy he can’t do it more often. 

The semiannual meetings constitute 
a dealer education program that Lohr 
has been running for 17 years. The 
first five years, the dealer meetings 
were held only Lohr 
switched to two because “immediately 
after the one annual meeting, dealer 
sales of items we'd discussed shot up 
and held at a pretty 
about 60 days.” 

The meetings are scheduled for 
February and October because dealers 
can't afford to leave their stations at 
other times of the year. In summer 
especially, stations are open longer to 
handle vacation travel, and dealers 
must handle their own and their em- 
ployes’ vacations. 

At a typical February meeting, says 
Lohr, “We'll discuss such things as car 
tune-ups, spark plug changes, filter 
sales and new oil sales.” Generally 
there are Phillips men present to give 
the dealers pointers on merchandising, 
and one or two men from equipment 
manufacturers or the Omaha supply 
house Lohr buys from. 

In October, Lohr emphasizes winter 
car preparation, mud-tire sales and the 
Phillips guaranteed radiator protection 
plan. Lohr pushes this on the under- 
standing that guaranteed protection 
will be given only if the customer is 
willing to pay for whatever he needs 
in the way of radiator cleaning, radi- 
ator hoses or new clamps. 


once a year; 


good level for 


fopics that may come up at either 
session include items like light repairs 
and tuneup; servicing and repairing 
automatic transmissions, and the im 
portance of giving full service 

Average turnout for the dealet 
education programs is about 70° of 
his 15 employes, 
Lohr says. 
experience, he says, that it pays them 


to come out and learn how to do more 


dealers and thei 
They've learned through 


business. They also have a chance ot 
winning door prizes a case of filters 
or boxes of sparkplugs that sup 
pliers are willing to hand out. 

Dealers say they like the meetings 
because they learn how to push items 
other than gasoline—and these make 
up 75% of their income. A small-town 
dealer of Lohr’s has an average in 
come of $4,500 a year—wh'ch means 
he’s finding the meetings profitable 
Lohr believes 

The $100 cost for each meeting ts 
mainly for drinks and food. Lohr, a 
member of the Columbus Elks Club, 
can use the Elks hall for meetings 
without charge. 

Lohr backs up the education pro 
gram with other dealer aid. On auto 
matic transmissions, for instance: if a 
dealer needs more than he gets at one 
of Lohr’s meetings, Lohr will send him 
to an Al 
ducted by his Omaha equipment sup 
plier. Sessions are once a week for 


clinic in Columbus, con 


five weeks 

He'll also pay the $10 fee for a 
dealer to take an adult education 
course in welding at the local high 
school, and split the cost of the weld 


ing equipment with him. Lohr’s 


Here’s What “Happy Dealers” Sell for Bus Lohr 


Jobber Bus Lohr says his dealer education program and allied aids 
produce these results in his 25-mile rural marketing area: 


© Gasoline—2 million gal. a year 


e TBA—Lohr buys (and moves) $80,000 worth at wholesale from Phillips 
each year; he says he's Phillips largest TBA buyer in outside Nebraska. 


¢ Tire sales—worth $40,000 wholesale last year. Individual stations run 
from $900 to $15,000, average about $2,500 a year. 


¢ Motor oil—the ratio at stations averages 1:45; at the bulk plant, 1:30. 
© Antifreeze—sales last year ran about 2,800 gal. 


¢ Motor tuneup—One dealer in a town with a population of 15 did 
$10,000 worth of tuneup last year. Lohr's stations are the only 
places in the area where motorists can get a tuneup job. 
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dealers handle welding work tor 
farmers for the same reason they do 
so much tuneup work: there’s no one 
else to handle it in such small towns 
(populations go as low as 15 and 150) 

Lohr buys many equipment items 
at wholesale, then turns around and 
sells them to his dealers at half the 
wholesale price. This goes tor battery 
testers, tire changers, welding equip 
ment and tire gages. It also goes for 
uniforms and Lohr insists” that 
dealers and attendants wear complete 
clean unitorms. Each man must have 
at least three uniforms and take care 
of his own washing 

Lohr says his program paves the 
way to good dealer relations. And be 
cause he has happy dealers, Lohr has 
no dealer turnover problem 1 re 
placed one dealer last year tor the 
first time tn seven years,” he says. As 
for a vood dealer relations program 


he says [here’s just nothing better 


The Rockies 


Montana Complaint 
Produces No Case 


REMEMBER LHAL investigation of 

oil pricing in Montana, which charged 

an “oligopoly” of major oil companies 
with muaintaming 
unduly high 
prices? (NPN 
Jan 57 
Well, the 
tary-counsel for 
the Montana 
I rack 


son, which con 


plod 


secre 


Commis 


ducted the inve 
tigation, says the 


1S¢ waist = the 
By Frank Pitman 


i Ol ( ‘ ( 
Rockies Editor omy ant 


has dissolved in 
tooa I 
He doesnt mean he changed hi 
low opinion of the major marketer 
On the contrary. But secretary-counsel 
John TF. Vance claims the state legi 
lature Killed the MIC’s ase at the 
instigation — of Forrest \nderson 
Montana's Democratic attorney gen 
ral 
Vane We hoped we had the 
ingredients of a strong case Ih 
ol industry in Montana ts firmly held 
j > 


(Cor fined or pare 





Regions 


in the grip of major companies who 
cynically ignore and evade the laws 
of the land while ruthlessly suppres- 
sing individual initiative.” He claims 
Montana has the highest retail gasoline 
prices in the nation 

“The legislation proposed by the 
Montana ‘Trade Commission to. the 
1957 legislature was designed to in 
sure a return of competitive factors 
to the marketing, refining and produc 
tion of petroleum 
MIC’s six bills were killed after its 
staff appeared betore two legislative 


Vance says. The 


committees. Vance believes the com- 
mission should have been able to pre- 
sent its finding at a public hearing of 
both houses of the legislature. 

From Both Sides—Attorney general 
Anderson isn’t going out of his way 
to defend the oil industry. His reply 
to Vance says, “I fully concur with 
the commission that the price of gaso- 
line in this state is outrageous.” But 
he feels the MTC didn’t do much of 

job. 

“The commission produced a com- 
plaint against the oil companies.” 


eliminate thig hazard! 


— 
BLACKMER . 
HAND PUMPS 


. 
”, 


Ihe risks of injury or fire from spilled indus- 
trial liquids are too serious to be neglected. 
Furthermore, dripping spigots represent waste 
as well as poor plant housekeeping. 


Blackmer Flo-Master and Blackmer 


Rotary hand pumps are your 


best 


preventative against these dangers. 


They feature easy pumping, 


self- 


priming and long service life. Under- 


writers’ Laboratories approved 


models available, 


“liquid materials handling”® equipment 


\ 


h 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK e« ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON e SAN FRANCISCO 


See Yellow pages for your local sales representative 


NATIONAI 





Anderson says, “that my predecessor, 
members of the judiciary committees 
of the House and Senate, and I con- 
cluded wouldn’t stand up in any court 
in the country. The commission also 
proposed laws that the legislature, 
after review by the House and Senate, 
refused to consider. 

“My office is not financed to carry 
on a large-scale investigation of the 
oil industry. We have no money tor 
this purpose. If the commission 
has discovered evidence that will sup- 
port a prosecution, my office remains, 
ready, willing and able to prosecute,” 
Anderson says. 

An Industry View—Meanwhile, J. 
M. Sprague of Billings, vice president 
of Carter Oil Co., reiterates the oil- 
company view that expensive distribu- 
t-on costs and higher taxes are the 
main reason for high gasoline prices 
in Montana. 

Sprague lists five reasons why dis- 
tribution is expensive: 

e The state’s large size—147,090 sq. 
mi. (New York state is 49,204 sq. mi.) 
e Its small population—only 650,- 
000. (New York’s: over 15-miilion.) 
e The resulting low population den- 
sity—only 4.3 persons per sq. mi., 
compared to a U.S. average of 54.6 
e Montana’s mountainous terrain. 

e The state’s wide seasonal swings 
in climate—and therefore in sales. 

Sprague says the five factors “are 
common to supplier, distributor and 
the independent service station dealer, 
whose gallonage fluctuates widely 
from summer to winter while their 
fixed operating costs remains constant 
Because of these conditions, the 
Montana distributors and dealers re 
quire a higher margin. 

Sprague’s views are similar to 
major-company testimony before the 
MTC. 


Still a-Building 


The California Co., a subsidiary of 
Standard Oil Co. of California, is 
getting on the expansion bandwagon 
in the Rockies. The Chevron sign is 
going up at eight new stations in the 
Denver metropolitan area; three more 
have been completed recently in 
Wyoming and one in Montana, where 
three more locations have been com- 
pletely remodeled. 

California Co. now builds stations 
only on main arterial highways in the 
Rockies. This policy is the fruit of 
studies of the marketing pattern in the 
sparsely settled region. 

“We are now developing more sites 
for 1958,” says California’s Howard 
Hancock, assistant to the Denver re- 
gional sales manager. 

(Continued on page 25) 
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The red cooler for Coke... 


“STOPPER” 
FOR 
THIRSTY 
MOTORISTS! .. 


More Customers Stop . « « Here’s one case where familiarity 


breeds content. More motorists stop where they see the familiar red 
cooler because more motorists prefer Coca-Cola. Actually, Americans 
drink more Coke than all other national brand soft drinks combined! 


More Customers Spend More! 


® § out of 10 who stop for Coke get out of the car... get closer to your 
station’s “big buying area!” 

® they stay longer... spend twice as much! Get-outs buy 92°; of your 
high-profit TBA items! 

® they give you lots of above-average profits on Coca-Cola... in unit 


sales Coke is second only to gasoline! SIGN OF GOOD TASTE 
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N 0 W Of Motor pate aiiiiee SLLOLL 


The Correct Model For iia 
Every Type Station Top Quai SERVICE 





CHECK Dil NOW! 


CHECK DIL NO CHECK YOUR OIL AOM/ 


be ad 


| 
Out 





eee a) 
atl rt 





“OT? | ery 
AOL 


ea) 


OIL 


Pree beet C 
OW Tow OIL 


DreLUuxk MopELs (above) are of super- 
ior quality and have stainless steel 
guard shields on channels to dress up 
cabinet and prevent chipping of paint; 
stainless steel sliding door at drain 
chute, and removable display section 
at front to give easy access to waste 
can receptacle. 


Economy MOobpELSs (at /eft) give the 
greatest amount of display at the low- 
est cost possible .. . built to give de- 


, 
ears | . : 5 ieee eens 5 - 
S35535 | pendable service for year 


ALL MovELs display motor oil on 
both sides and are equipped to drain 
and store can cutters and empty cans. 

Provides mas Finish is two coats of high gloss enamel 

sive display of motor oil for 

| EC } For smaller vol high volume stations. Displays 

ume outlets where cost of 84 quarts of motor oil. Base 
equipment must be consider size 30° x 25 Height 54 


baked on bonderized steel. Overnight 
locking covers and doors are controlled 
by a single lock. 


ed. Displays 56 quarts of oil 
Base size 22” x 25". Height 54 


MODERN METAL PRODUCTS CO. + P.O. BOX 1798 + GREENSBORO, N.C. 
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The Southwest poor public relations situation facing 


major companies,” Countryman con 





\ a F tinues. “The majors need the jobbers 
Cr -Babies and Howling Dogs and agents. They need local men in 
y , local areas. But they don’t need them 
bad enough to lose money on them 
WHAT THIS old oil industry needs is “Some distributors are in for a rude “1 don't think any supplier will re 
more management-minded oil jobbers awakening. They scream at their sup place a jobber who is doing a good 
and commission agents, and fewer pliers for help, instead of trying to job. Most realize a hard-working 
cry-babies. Distributors who refuse to help themselves through better man- management-minded jobber can do a 
wake up and realize this are probably agement. The time will come when better job than they can in any pat 
headed for extinction. many of these distributors will find ticular area. But it is just plain good 
That, in a few words, is what their suppliers have gone to direct business to cut yourself free from 
Standard of Indiana jobber J. W. marketing in their areas. They'll money-losing units 
Countryman, Jr., said when I dropped wonder why, and the reason will be “A jobber operates that way, o1 
in at his Tulsa headquarters. because the suppliers found they could should. If I've got a service station 
Besides being a successful jobber market cheaper than the distributors out here that’s not making its way 
who keeps tight control over his own “The biggest factor that is keeping and doesn't show any hope, I'm get 
operations, Countryman is_ president some jobbers in business today is the (Continued on page 26) 
of the Oklahoma Oil Jobbers Assn 
He has been through a frustrating 
year trying to get 
more OOJA mem- 


bers to attend the 
association’s man- 
agement insti- 


tutes. He has also 


found it difficult 
to attract new 
members. 
Countryman finds ¢ 
it hard to unde : a> 
stand why jobbers | . 
By Marvin Reid who cry about de 
Southwest Editor r x fen anit | 
cining pro Fig. 189-F Fig. 189-G Fig. 231-A 


operating problems won't avail them 





selves of the opportunity to learn how 
to be better business managers } Morrison fuel oil hose nozzles are noted for their speed of 


“Thev remind me.” he savs. “of a delivery and sure tight closing action. 


story about a howling dog. A man was Light, convenient, and easy to manipulate, these Morrison 
walking down a street one day and self-closing nozzles are popular with fuel oil delivery men. 
The drivers like the smooth action and the clean cut tight- 


noticed a dog sitting on the front steps 
ness after the nozzles are closed. 


of a house. He was howling most loud 

and sad. f A variety of these nozzles is made to meet every delivery 
“The man walked on down the | 3 problem. 

street, and this dog kept howling 


Fuel oil deliveries are made simpler, safer, and faster with 
Finally, the man decided there must 


the Morrison fuel oil hose nozzles. 





be something wrong. He went back to 








see if he could help the dog. Just as 





he got back. the dog’s owner walked 
out 

‘IT just came back to see what was 
wrong with your dog,’ the first man 
said. “Something must be, the way he’s 
howling.’ 

““Oh. there’s nothing wrong with 
the devil. said the dog’s master. ‘He’s 
howling because he’s sitting on his tail 
and it’s hurting him, but he’s just too 
damn lazy to get off it!” 

Jobber Countryman feels there are 
a lot of jobbers like that dog 

Not Like Old Times “The job 
bing business today just isn’t what it 
used to be, but it is hard for many of 
us to realize this.” he says. “It used to 


sada you na operate on a hie i.) ‘e) R R | Ss '@) | B Ze) Ss. Cc '@) A PA | y 
sion te geek, wad. opetatila OlL EQUIPMENT HEADQUARTERS 
, DUBUQUE, IOWA 


costs are too high 
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(Continued from page 25) butors just get cagey as hell. They why. If they will adopt a system that 
ting rid of it. I got rid of three money don’t want their suppliers to know will help them to analyze their opera- 
losing ones this year. Why shouldn't what they're doing tions, they Il not only find out why 
the major supplier look on his distri- “How can they expect help with they aren't operating as profitably as 
) an attitude like that?” Countryman they'd like, but in many cases they'll 
wonders. find out what to do about it. 


butors the same way 
“I don’t want to criticize others, but . ; 
I've heard some distributors just raise Ignorance Isn’t Bliss “But worst Then, after analyzing everything 
all kinds of hell about not getting of all,” he adds, “a lot of jobbers just and having facts and figures to back 
enough supplier help. And then when don’t know what their troubles are. up their findings, if they still see they 
the supplier wants to see their books They know they aren't making as have to have supplier help, they have 
to see if he can help them, the distri much money, but they aren't sure something to lay out in front of theit 

supplier. 
What perturbs jobber Countryman 
no end, however, is the fact that many 
e distributors pass up chances to try to 
| become better managers. He _ points 
IN¢CTALL VIKING e out that OOJA had only eight jobbers 
* at its last management institute, that 
we | the association itself has been able to 

TRUCK MOUNTING ® interest only 50-odd in joining it. 
7 | 


“That's what I meant with the 


e howling dog story,” he says. “Frankly, 
PUMP some are just too damn lazy to get 
iad, wa 2 & | off their tails and try to help them- 
wT 
ny 
o_ 


selves. They are the ones headed for 
extinction.” 

Who’s Dying? “At our last insti- 
tute, we were given figures about job- 
ber failures in the last 20 years or so,” 
Countryman says. “There haven’t been 
many. As small businessmen, we have 
a much lower mortality rate than most 
other businesses. 

“But in the last year or so, the 
failures we have had were made up 
largely of the smaller jobbers. This 
indicates the bigger ones, the ones 
who have grown, know what they are 
doing and are keeping close control 
on their operations. You'll also find 
they are the ones who belong to asso- 
ciations and who make the manage- 
ment institutes and bring their em- 
ployes. 

“The ones who need management 
training the most don’t show up.” 

As a jobber, Countryman practices 
the doctrine he preaches. He has an 

@ fast. positive self-priming | accounting system that shows him not 
@ low speed. long life only what business he’s doing and 
what his operating costs are (NPN 
Jan. °56, p 41). It also shows him what 
his employes, trucks and stations are 
@ rugged. 2-moving-part construction doing in comparison to salaries, ex- 


= for connection to power take off 


without speed increaser 


@ revolvable casing for handy port location penses and costs. 
That, he maintains, is the only way 


a jobber can operate successfully 
@ either extra long packing box today. © 


e integral thrust bearing 


or mechanical seal 


@ safety valve on pump head 





* iplete capacity range of 35to - r 
vp teas 4 Coming your way in May... 

® 300 gallons per minute 

; . . . forecasts, statistics, directories 

For complete information, ask for catalog Section Gr today. y . , 


sales lineups and more marketing 


VIKING PUMP (Or @)\', | PANY date in a bigger, better 


4 
Cedar Falls, lowa, U.S.A. In Canada, it's "ROTO-KING” pumps NPN FACTBOOK 


Offices and distributors in principal cities—See your classified telephone directory free to subscribers 
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The West 


Junior College Tries 
A DE Program 


DISTRIBUTIVE EDUCATION in 
public schools is more of a rarity in 
the West than elsewhere, but it’s off 
to an experl- 
mental start in 
the San Fran- 
cisco Bay area. 
Contra Costa 
Junior College in 
San Pablo, Calif., 
started an adult 
course in service 
Station manage 
ment last fall 
By John Shinn The only cost to 


West Coast 
Correspondent 


students is a 50¢ 
charge for the 
APL bulletin on station management, 
which is used as a text 

Co-sponsors, along with the college, 
are API and the West Contra Costa 
OIC. API is represented by Carter 
Camp, Standard of California sales 
rep 

The course meets once a week for 
10 weeks, three hours at a session. It 
had 21 students last fall, most of them 
station managers; the others plan to 
become managers. All but one were 
working in stations while taking the 
course, and the lone exception had 
previous station experience. 

The college this semester is adding 
a course to train attendants as well as 
managers, with men studying in the 
daytime and working part-time in sta 


tons. 


Another Kind of PR 


General Petroleum took advantage 
of an unusual public relations oppor 
tunity late last year. It was provided 
by the Home Service Fair in Los 
Angeles, one of 16 put on annually 
throughout the country by the Pitts 
hurgh Courier, a leading Negro news 
papel 

GP and its local Negro dealers co 
operated in’ setting up a “Mobil 
Dealers Theatre” at the fair. The the 
ater showed films of the Gold Cup 
Races, the 1956 Indianapolis Speed- 
wav race, the 1957 Mobilgas Econ 
omy Run and a special movie con 
cerning the adoption of minority 
children 

Fitteen dealers took turns manning 
the show for the three nights it was 
on. A large number of the 10,000 
adults who visited the fair came to the 
theater—-and the dealers gave away 

(Continued on page 28) 
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“T’’ Light 
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Advanced styling and greater efficiency 


are combined for the greatest value 


in horizontal “T" lighting. For additional 
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(Continued from page 27) 
tickets worth five free gallons of Mo 


bilgas Special to the buyer of a lube 
About 6,500 of the 


and oil change 
tickets were distributed 


San Diego Builds 

San Diego is doing something very 
few other cities have done: it’s build 
ing its own bunkering facilities for 
ship refueling. They'll have a capacity 


San Diego Harbor Commission 
chairman Anderson Borthwick says 
the bunkers will give the city the low- 
est priced ship fuel on the West Coast. 
It will equal Los Angeles prices and 
go lower than San Francisco, Seattle, 
the Panama Canal and Mexican and 
Peruvian ports 

This will increase the port’s ship- 
ping business and return more than 
$100,000 a year to the city, it’s esti- 


city’s investment is expected to be 
amortized in seven to ten years. 


Don't Be Half Safe 


Standard Oil of California has 
started a traffic safety education pro- 
gram to support the efforts of local 
government agencies. The first of two 
peak points came recently, just before 
the winter holidays. The second will 


mated. The bunker tanks will cost 
between $500,000 and $700,000. The 


of at least 150,000 bbl. and will be 
operated by an ol company 


hit the summer vacation period. 

The campaign includes classroom 
bulletin board posters for elementary 
grades and high schools; safe driving 
messages on 500 outdoor display 
boards; a special folder in credit mail- 
ings next June; and “safety spots” on 
all Standard’s radio programs. 


Reftuele Heavy L£ouipm ent at S0G PM. 








High Cost of Driving 


Heating oil distributors in Seattle, 
Wash., are paying higher wages to 
350 fuel oil truck drivers as a result 
of a new agreement with Teamster 
officials. 

During the two-year term of the 
new contract, wage hikes will total 30¢ 
an hour. One boost of 17¢ an hour 
is already in effect, and the second 


boost of 13¢ an hour will go into ef- 


DOUBLE-ACTION fect next Oct. 1. In addition to the 

wage hike, drivers are getting in- 

gry STORI S743 RA FP creased benefits from the health-wel- 
fare plan. » 


Better service for your 


construction customers The Southeast 





Here’s a dependable, double-action hand 
pump designed especially to serve heavy Tourists Galore 
SEVEN MILLION automobile tour- 
ists are estimated to cross Georgia’s 
borders every year, spending about 
- _— $300-million an- 
8 nually. Nine oil 
companies and 
the Georgia 
Chamber of 
Commerce would 
like to see even 
higher figures 
ind happier tour- 
ists, so they're 
working together 
to increase tour- 
Br Charles TgPRom ist service, 
Their plan in- 
volves “welcome stations” at about 50 
strategically located spots on heavily 
travelled highways, on or near the 
state line. 

It’s something like a plan that has 
worked well for Florida, the southern 
tourist state par excellence. 

Florida’s welcome _ stations are 
state-owned and provide only for the 
tourist himself—not for his car. 


equipment. A sure consumer business- 
builder! Delivers 30 g.p.m. on both for- 


ward and back strokes! 


Proved in rugged 
military service—now released for the first 
time for civil use. Long life. Tests over a 
million gallons! Check the many features, 


then call your Tokheim representative. 





FEATURES 


® Double-action piston delivers steady flow—30 
g.p.m. @ Piston has heavy leather cups back- 
to-back for positive seal ¢ Self-priming — verti- 
cal lift to 30 feet © Spring-loaded, stainless 
steel, poppet-type valves and seats e Heavy alu- 
minum alloy housing ¢ All stainless steel or 
corrosion-resistant inside © Removable strainer 
screen ® Four models — both hose and spout 
types — for vertical or horizontal mounting. 


OKHEIM 


1100 SERIES 








General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 Wabash Avenue SINCE 1901 Fort Wayne 1, Indiana 


Model 1166 
Tokheim 
Double-Action 
Piston Pump 





Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, Ind. 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 
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Regions 


In Georgia, the oil companies are 
selecting stations from among. their 
best-managed and best-equipped out- 
lets. The tourist department of the 
Georgia Chamber of Commerce pro- 
vides these stations with uniform signs, 
tourist literature, highway condition 
reports and other information that 
might lead to longer stays in Georgia. 
And of course the stations will be 
happy to service the tourists’ cars. 

Comment cards given each visitor 
enable the tourist department to main- 
tain a close check on the stations. 

Sinclair, Shell, Gulf, Texaco, Stand- 
ard of Kentucky, Sun, Phillips, Cities 
Service and Amoco are the participat- 
ing companies. 

In Florida, by the way, a new sur- 
vey made for the Florida Development 
Commission estimates that Florida's 
1956 tourists numbered 7,618,000, of 
whom 5,634,000 came by automobile. 
Figuring 3.11 passengers per car, ths 
means that 1,811,588 passenger cars 
entered the state in 1956. These fig- 
ures, considered the most accurate yet 
compiled, help explain — Florida’s 
growth in gasoline gallonage—twice 
as fast as the U.S. rate. 


More Gains for Gas 


Natural gas is now available in 
North Carolina north of Charlotte, 
and oil men in the Carolinas have 
been working on plans to convince 
their customers of the value of oil 
heat. 

Tarheels facing gas for the first 
time are taking note of the experience 
of their neighbors to the South. South 
Carolina Electric & Gas Co., for in- 
stance, reports 1956 sales were 187% 
over 1955, with a 10% increase in the 
number of gas customers. In the 12- 
month period ending last August 1, 
the company sold 6.2-billion cu ft of 
gas compared with 4.2-billion for the 
preceding 12-month period. 

And in North Carolina, Carolina 
Natural Gas Corp. has spent $3.5- 
million on the first phase of develop- 
ment and is expected to spend $1.5- 
million annually for several years. 

That’s why T. Wilbur Thornhill, 
president of the Charleston Oil Co., 
has doubled his ad budget to $15,785, 
with the emphasis on oil heat adver- 
tising; and has opened a furnace sales, 
installation and service department. 

Columbia, S. C., fuel oil dealers 
have been collecting funds for a joint 
advertising campaign, says William 
Keenan, Jr., of Keenan Oil Co., pres- 
ident of the group. He fears that too 
many new homes will use gas heat. 

North Carolina jobbers say they 
hope to profit by the experience of the 
South Carolinians. ie 


Another 
Father-and-Son 
RICHFIELD 
Distributor 
Team 





TABLE TALK: Father-and-Son executives of the busy Benson Oil Com- 
pany, Independent Richfield Distributors of Columbia South Carolina, 
talk business strategy around conference table. Left to right, they are: 
Herb, Jr., Herbert L. Benson, Jerry and Jim. 


Richfield Distributorship Provides 


“Security For My Family” 


says Herbert L. Benson 


) 


Herbert L. Benson began in the oil business in 1933. Did well, too. 
But he wanted to do better. So he started looking around . 


“We looked over the whole field,” he says, “and decided on Richfield 
in February, 1956. What swung me? Well, quality of product is the 
best assurance of satisfied customers, and the quality and perform- 
ance of Richfield products are famous along the Eastern Seaboard, 
Besides, I wanted independence. I wanted security for my 3 sons, 
Herb, Jr., Jerry and Jim. And an Independent Richfield Distribu- 
torship provides them with plenty of security 

“What’s more, the Richfield people must have invented the word 
‘cooperation.’ Because they sure know how to cooperate on every 
count. Help is yours for the asking. Help right from the top. And 
Richfield advertises and merchandises the brand to beat the band 
You bet I’m glad we changed to an Independent Richfield Distribu 
torship!” 

THERE MAY BE an Independent Richfield Distributorship avail- 


able in your territory. We suggest you write, wire or phone us now. 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 


| Serving the Eastern Seaboard from Maine to Florida 
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PRODUCT CONTAMINATION 





ROCKWELL-NORDSTROM VALVES 
stop product contamination because 
they are sealed with pressurized lubri- 
cant to insure positive shut-off and 
eliminate the uncertainty of metal-to- 
metal seating. 


Leakage through a valve may not show, but 
it can cause costly product contamination 
problems. The sure way to prevent product 
contamination through valves is to always 
specify Rockwell-Nordstrom lubricated plug 
valves. Their pressurized lubricant seal is an 
instantly replaceable soft seat that has proven 
far more effective than metal seats that quickly 
cut and wear. 

In addition to preventing contamination, 
Rockwell-Nordstrom valves close with a 





smooth, easy quarter-turn and the plug is 
hydraulically cushioned for instant operation. 
Lubricant, of course, means the valve stays in 
service longer and costs far less to use than 
ordinary valves. 

Rockwell-Nordstrom lubricated plug valves 
and valve operating accessories are the world’s 
most complete line. They cost no more to buy, 
often less, than ordinary valves. Write for full 
details or see your supplier soon. Rockwell 
Manufacturing Company, Pittsburgh 8, Pa. 
Canadian Valve Licensee: Peacock Brothers Limited. 


ROCKWELL-Nordstrom VALVES 


“ ROCKWELLY 


MANUFACTURING COMPANY 








Boston Oil Heat Men 





Associations 


Peace of Mind for $150,000 


That's the deal the Bay State's oil heat men are trying to swing. 
A 73% share of the area's heating market is at stake 


BOSTON’S Better Home Heat Coun- 
cil is using a new twist on the oil-heat- 
is-safe theme in its "58 promotion. 

Last year’s message “If you love 
them, protect them” becomes 
“Wherever you are, you know they’re 
safe with oil heat, the peace of mind 
fuel.” 

Ammunition — That message will 
hit Bostonians hard and often during 
the next 52 weeks, on billboards, in 
six city papers plus suburban papers, 
and over eight radio stations two 
more than last year. Just adding two 
more stations will mean more than 
1,000 additional more 
than 5,000 in all. 

[here’s more, too. Truck cab signs 
will carry the story to all parts of the 
city. BHHC thinks cab signs are bette! 
than bumper strips because they get 
more attention, can be beamed to both 
sides of the street at the same time, 
stay cleaner longer and will last longer. 

BHH(¢ also come up with a 
dual-purpose booklet that salesmen 
can use as a door-opener, as a gift, or 


messages, or 


has 


as a direct-mail piece. Opened one 
way, the booklet tells a factual story 
about oil heat. Opened from the reat 
cover and turned upside down, it be- 
comes a picture coloring book for kids 

Fuel Needed It will take money 
to keep the BHHC program going. The 


National Oil Marketers 





goal is $150,000, vs. $118,000 raised 
for last year’s $125,000 goal. Although 
majors come across with their share 
only 30% of over 700 oil dealers anted 
up last year. Even at $150,000, the 
amount oil men will spend is small 
compared to the $650,000 gas utilities 
spent in the same area last yea 

But BHHC says oil men got much 
better results per dollar spent 

BHH¢ men have put a big 
dent in potential sales. In 1954, 
utilities looked to selling 10,000 units 
but hit only 6,800; in 1957 
was 20,000 


8.819 sales. 


says oil 


Pas 


the goal 


units but gas only 


gol 


Gas units sold in °55 and ‘56 were 
below the °54 figure, while oil burner 
sales more than doubled in the same 
period. Although oil burners outsold 
gas units 18,300 to 8,819 in °57, gas 
increased its percentage of sales at the 
expense of oil heat 

The main reason for the drop in oil 
burner sales Slack new 
market, but in the 
more than 40 Boston dealers boosted 
16% 


and one of them tncreased sales 100‘ 


was the home 


spite of decline, 


oil burner sales an average of 


over °56 

What’s at Stake 
the drive, BHH¢ 
oil market that 
ing market 


Full support of 
adds, will protect an 
of the heat 


ind 73 by °S 


had 63° 


in 54 


Get the Government Busy on Oil 


GOVERNMENT 


a big dose of it 


INTERVENTION 
is the answer to 
the major oil companies’ “unfair com 
petition,” National Oil 
Marketers Assn 
At their December the 
members passed a resolution in favor 


believes the 


mecting, 


of Congressional investigations of both 
price wars and service station building 
programs both to determine if sup 
using these means to elimi 


[he 


SUI 


pliers are 
nate the 
resolution 


independent dealer 


also urges continued 


veillance of major company 
by the Department 
Federal Trade Commission. 


NOMA would like the government 


practices 


Justice and the 
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to step in on comme 


cies, too, and on 


record in favor of il 
tion 
NOMA 


tment to 


In other resolution 
asked the Justice Dep 
ceed vigorously in its divor 
West Coast 
the attorney 
of the internationa 

Pax 
in the depletion allowance ba 
line tax collection at the 
the refund of 
lost through flood, fire 


and a change 


ement 


against mayors and u 


general tO ¢ Kpedit 

oul cartel 
resolutions asked for 

joodel level 
gasoline tax on product 
and similar 
n the in 


mall business 


dis 
Sters ome tax 


surtax to benefit 


NEWS 


an oil market that now has 82¢e of the 
speculative builders in Boston putting 
in oil It's market in 
which oil units are outselling gas units 
> I 
have found a 
Another hopetul 
people in Boston 
heat advertising this year than they did 


burners also a 
that gas people so fat 
crack 
more 


one 
nut to 


SOC 


tough 
sign 


recall hearing oil 


a year ago 


California Dealers 


Collision Ahead? 


\ BATILI 


national 





between dealer groups 


with implications—-seems_ to 
be shaping up in California 
a direct clash 


lor 


Ihere may never be 
but the 
dealer support on the basis of govern 
At least that’s the sents 


begins 


groups will be bidding 


ment control 
ment as 1958 
Fed 
consists ol 


One 


formed California 


Stations 


[he newly 
ration of Service 
rine regional dealer associations 


of its early moves was to propose a 
campaign for placing the entire Cah 
fornia petroleum industry under pub 
lic utility Ihis is a 
involved undertaking. [he first 


members that they 


controls long 
tep Is 
to CONVINCE should 


support such a project 
solicita 


Lor 


the 


margin 


\ companion project Is 


tion ol iranteed S¢ 


1 gu 
dealer 

A contral 
resented by 
Calit., 
American 


business ideology is rep 
Norman Foley, a 
dealer who 1s organizing the 
Assn. of Dealer 


Ihe guiding principle of this group 
! ! 


| resno 
Crasoline 


to work out problems through nego 


trations with uppliers rather than 


through legislation 


I his 


( rival of the 
National Congress « Petroleum Ri 
tailer Although the new California 
fea not tate of NCPR 
its leaders are yvene! ympathetic 
Ihe re 
COMPOSE the tate I 
come NCPR member 

Chances are that Foley 
followers will oppose any 
the oil 


Statu 


vroup | 


v 


ration Is 


toward it PIONal associations 


hich 


deration 


to put 


utilit 


Moy 


industry on a public 
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Louisiana Marketers 





Helping Dealers 


DEALERS should be encouraged to 
form their own associations, and job- 
bers should help them out by advertis 
ing in their publications. That's what 
Louisiana Oil Marketers Assn.’s_ re 
search committee believes. It also urges 
that wholesale distributors stop selling 
at the wholesale price” to individuals 
and recommends that jobbers and 
other wholesalers discourage com- 
mercial accounts from reselling to thet 
employes at cost. 

These suggestions come from a pre 
liminary report issued by the LOMA 
group studying the service station 
operators problems. The two-year 
study was launched last spring because 
LOMA members are worried about 
high turnover among dealers and at 
tendants and most are having trouble 
recruiting station personnel 

Harry Huber, Shell jobber in Lake 
Charles, heads the committee. He said 
his group found that reasons for “the 
general low state of the average deal 
er include widespread ove! 
building of service stations, long hours 
required of the Operator and his em 
ployes, the establishment of commis 
sion stations and lower-than-living 
cost margins for dealers.” 

Ihe committee will continue — its 
study and report its” findings at 
LOMA’s annual meeting in May. 


Missouri Petroleum 





Price Problems 


IT’S TIME to get rid of temporary 
discounts on tank wagon prices in 
favor of “more realistic” prices, says 
the Missouri Petroleum Assn. At a 
recent meeting of the board of di 
rectors, the group passed a resolution 
charging that the temporary discount 
must go in Order for the jobber to 
survive. This followed on the heels 
of a similar resolution passed by the 
National Oil Jobbers Council. 
Depressed prices have been the big 
problem in Missouri for the past two 
or three years. But, says executive 
secretary Bob Hadlick, “We have our 
share of price wars, station overbuild- 
ing and commercial account problems, 
too. Some of the jobbers are real 
worried, others are more optimistic.” 


Read AHEAD OF THE NEWS 


page 124 
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MAGNI FLOOD?’S all-extruded aluminum area light 


featuring air-foil construction! 


Aerolite is Magni Flood’s new all-extruded aluminum Area Light utilizing 
GE POWER GROOVE LAMPS. Designed for high intensity light control . . . 
ideal for service and parking areas, etc. This fixture is streamlined for 
minimum wind resistance at high mountings. 


Lumen output of the POWER GROOVE LAMP is approximately 2 to 1 in 
comparison to 800 M.A. Rapid Start. The ballasts are mounted in the main 
channel of the fixture, resulting in a weatherproof wiring trough. Fixture 
available with or without doors. 


Available in natural aluminum finish or baked enamel (white inside, 
desired color outside) .. . in either 4’ or 6’ lengths. 


MAGNI FLOOD 


38 NORTH SECOND AVENUE * MOUNT VERNON, N.Y. 
MOUNT VERNON 8-1385 


Manutacturers of a complete line of outdoor floodlights and accessories. 
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1958 EXTRA HEAVY DUTY TRUCKS 
WITH NEW SUPER DUTY V-8'S 





260-hp 477 SD V-8 





226-np 401 SD v-8 


FO D TRUCKS COST LESS 


- LESS TO RUN ~ 





Louisiana Marketers 





Helping Dealers 


DEALERS should be encouraged to 
form their Own associations, and job- 
bers should help them out by advertis 
ing in their publications. That's what 
Louisiana Oil Marketers Assn.’s_ re 
search committee believes. It also urges 
that wholesale distributors stop selling 
at the wholesale price” to individuals 
and recommends that jobbers and 
other wholesalers discourage com 
mercial accounts from reselling to their 
employes at cost 

[hese suggestions come from a pre 
liminary report issued by the LOMA 
group studying the service station 
operator's problems. The two-year 
study was launched last spring because 
LOMA members are worried about 
high turnover among dealers and at 
tendants and most are having trouble 
recruiting station personnel 

Harry Huber, Shell jobber in Lake 
Charles, heads the committee. He said 
his group found that reasons for “the 
general low state of the average dea 
el include widespread over 
building of service stations, long hours 
required of the Operator and his em 
ployes, the establishment of commis- 
sion stations and lower-than-living 
cost margins for dealers.” 

Ihe committee will continue — its 
study and = report its findings at 
LOMA’s annual meeting in May. 


Missouri Petroleum 





Price Problems 


IVS TIME to get rid of temporary 
discounts on tank wagon prices in 
favor of “more realistic” prices, says 
the Missouri Petroleum Assn. At a 
recent meeting of the board of di 
rectors, the group passed a resolution 
charging that the temporary discount 
must go in Order for the jobber to 
survive. This followed on the heels 
of a similar resolution passed by the 
National Oil Jobbers Council. 
Depressed prices have been the big 
problem in Missouri for the past two 
or three years. But, says executive 
secretary Bob Hadlick, “We have our 
share of price wars, station overbuild 
ing and commercial account problems, 
too. Some of the jobbers are real 
worried, others are more optimistic.” 


Read AHEAD OF THE NEWS 


page 124 


MAGNI FLOOD’S 


featuring air-foil construction! 


Aerolite is Magni Flood’s new all-extruded aluminum Area Light utilizing 
GE POWER GROOVE LAMPS. Designed for high intensity light control .. . 
ideal for service and parking areas, etc. This fixture is streamlined for 
minimum wind resistance at high mountings. 


Lumen output of the POWER GROOVE LAMP is approximately 2 to 1 in 
comparison to 800 M.A. Rapid Start. The ballasts are mounted in the main 
channel of the fixture, resulting in a weatherproof wiring trough. Fixture 
available with or without doors. 


Available in natural aluminum finish or baked enamel (white inside, 
desired color outside) . . . in either 4’ or 6’ lengths. 


MAGNT FLOOD 


38 NORTH SECOND AVENUE * MOUNT VERNON, N.Y. 
MOUNT VERNON 8-1385 


Manufacturers of a complete line of outdoor floodlights and accessories. 
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1958 EXTRA HEAVY DUTY TRUCKS 
WITH NEW SUPER DUTY V-8'S 








226-np 401 SD v-8 


BIG TRUCK BUILT...BIG TRUCK POWERED...AT FORD'S LOW PRICES! 


FO D TRUCKS COST LESS 





NEW FO D EXTRA HEAVIES 





FORD T-950 tandem dump truck FORD C-1000 I[ilt Cab tractor witt FORD F-1100 conventional with 
with up to 51,000-Ib. GVW, up to ig 260-hp Super Duty V-8 engine 277-hp Super Duty V-8) standard 
77-hp Super Duty VeR available Maximum GCW 65,000) Ib. with Maximum GVW. 36,000) Ib. with 
GCW 75,000 Ib optional axle, GVW 31,000: Ib optional 29,000-Ib. rear axle. aa . 


‘ 
Sep in the new Ford Exira Heavy Duty trucks over square” (bore larger than) stroke) Short 


for “O8—the all-new, more rugeed line with huge Stroke design) provides maximum power, dura 
payload capacities for on-highway or off-the-road bility and economy. 


SCTVICE Step ahead with) kord’s) more-lor-youn 


money features. Meet America’s most modern big Saddle-type, step-type and cylindrical fuel tanks 


trucks for '58. Discover the new advances in this are available, complete with electric fuel pumps 


pace setting Extra Heavy Duty line of Conven for extra dependability. Mighty Super Duty en 


tionals. Tilt Cabs and Tandems gines and Ford Extra Heavy Duty chassis form a 


combination of power and ruggedness that can't 
Pheyre new im power, too! Ford now offers three be beat. Springs, axles, brakes—all components are 
mighty new Super Duty V-8's. Extra rugged, engineered to give exceptional service. All the new 
modern big engines with up to 534-cubie inch Kord advancements for 58 mean Ford Trucks Cost 


displacement. . . up to 277 horsepower! And Less... lesstoown... less torun... last longer, too! 
ao 















































QUICK FACTS 
CONVENTIONAL] ENGINE | _ REAR AXLE | MAX. TIRES | GVW (lb) | GCWS(Ib) _| 
mopets | ~“Siandard | Optional | Standard | Optional |__| Standard] Optional] Standard | Optional | 


260-hp 477 V-8 
2 » 401 V-8 


260-hp 477 V 
277-hp 5 





Now from FO OD...durable 


Big, modern all-truck engines! 
Up to 534-cu. in. Displacement 
...277 Horsepower for New 
Ford Extra Heavy Duty Models 


New Ford Super Duty V-8's have up to 534- 


cubic inch displacements up to 277 horse- 





power for rugged performance. Three great 
new “over square” (bore larger than stroke) 
Short Stroke V-8 truck engines for new Ford 
Extra Heavy Duty models. The most modern, 
most efficient gasoline engines in their field. 
ley re a-mode designed for today’s 
They're ultra-modern lesigned for today 


hauling needs. 


Engineered to develop more horsepower pet 
pound, with rugged new durability features for 
longer-lasting dependability. And for routine 
maintenance their clean, simple design gives 
maximum accessibility for servicing. Powerful 
new Ford Super Duty V-8’s have been thor- 
oughly road tested by leading truck fleets, coast 
to coast... they're ready to bring you new power, 


durability and economy! 


New internally mounted — oil New intake manifold — water- New ‘Turbulence-Top pistons 
cooler helps keep oil film jacketed for stabilized tempera for maximum power, top ring 
strength greater for reduced en tures aids high horsepower groove carrier for extended 
gine wear, increased bearing life and torque output, improves groove life and thermal-con 
trolled integral strut for better 


piston sizing 


engine economy 

New stress-relieved cylinder 

heads—neutralize normal stresses New spark plug accessibility 
for longer engine life. Perpen 18-mm. plugs with “Turbo Ac New, stronger “pyramid” con- 


dicular machined to close toler tion” resist fouling, give positive 


ances—give tighter seal 


New intake and exhaust valves 
and seat inserts are hard-faced 
for maximum wear resistance 


New in-block wedge-type, fully 
machined combustion chambers 
give controlled compression, bal 
anced power from each cylinder 


spark action 


New alternately spaced sodium 
cooled) exhaust’ valves reduce 
hot-spot dangers, last longer 


New externally balanced, forged- 
steel crankshaft equalizes bear 
ing loads for greater durability, 
longer bearing life 


necting rods—hollow-milled for 
better balance 


New extra-large Full-Flow oil 
filter — big 2-quart capacity for 
double filtering area 


New high-capacity rotor-type oil 
pump mounted within the oil 
pan for more efficient: lubrica- 
tion system 





FOR INDUSTRIAL ENGINE APPLICATION WRITE TO: INDUSTRIAL ENGINE DEPARTMENT, 
FORD DIVISION OF FORD MOTOR CO., P. O. BOX 598 DEARBORN, MICHIGAN 
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engine, like all Ford Super 
Duty V-8’s. Here’s snappy 
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trucks. Optional in ‘T-850, 
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277-hp 534 SD V-8 
Brake Horsepower— 277 (@ 3400 rpm 
Torque— 490 Ibs-ft @ 1800-2300 rpm 


Bore— 4.50 in. Stroke— 4.20 in Ssssessssss:: 
Litt Fy — Gross Outpet— tere Engine with Air Coener 














Now ... 477 cubic inches 
of super power for your Ex 
tra Heavy Duty needs! No 
tice the high and flat torque 
curve (power curve at right) 
tO insure maximum per 
formance. Standard engine 
in Ford’ F-10000, C-1000 
trucks. Optional 1-850, I 
950 tandem models 























260-hp 477 SD V-8 
Brake Horsepower— 260 (@ 3600 rpm 
Torque— 430 Ibs-ft (@ 1800-2300 rpm 
Bore—4.50 in. Stroke—3.75 in PEELLLILIPEL IT iii 
eeees Gross Output — fave tngme with Ai (leaner 
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For higher carnings every 
trip, Ford Super Duty V-8’s 
like this popular 401-cubic 


} 
} 
} 
t 
+ 
} 
} 
} 
| 
} 
} 
} 
+ 
} 
t 
} 


inch engine provide the best 


horse pow r to weight ratios 





obtainable in comparable 
all-truck engines today 
Standard in Ford F-, C- & 
1-850 and 950 models 





226-hp 401 SD V-8 
Brake Horsepower—226 (« 3800 rpm 
Torque—350 Ibs-ft (@ 1800-2300 rpm 
Bore—4.12 in. Stroke—3.75 in 





Outstanding new FO D V-8 


NEW INTAKE MANIFOLDING Much of the exception 
performance of Ford’s new Super Duty V-8's can be 
to then 
trolled 


free breathing 


design TP hermostatical con 


carburetor aim intake Supe) kilter am cleaner 


I barrel carburetor, simplified intake 


nianitold with 


MACHINED COMBUSTION CHAMBERS — New wede« 
shape combustion chambers are fully machined tor accu 
rate volume and compression control, Completely in the 
block, there’s less heat in the heads for improved valve 
cooling. Phe face of the head ts flat-emachined at 90° for 


positive mating with the block. The new wedge-shape 


traced 


iter jacketed: passages and large intake valves— provide 


high intake 


manifold distributes the fuel-air mixture 


efhaiency. The modern single-bridge intake 


more evenly lor 


noother performance, And ity water-yacketed passages 


ide adnore uniform fueban temperature 


chamber design together with 


Purbulence- Pop piston 
heads gives better fuel-air turbulence for snappy powei 
and minimized combustion deposits, and advanced “over 
square” (bore larger than stroke) Short Stroke engine de 
sign increases usable horsepower and torque... cuts inter 


nal friction for long engine life and greater fuel economy. 


LOW BACK-PRESSURE EXHAUST MANIFOLDING © |i: 
proved exhaust manifolding reduces back pressure 

means more usable power and longer engine life. For full 
performance, burned gases must be properly removed to 


mnake room for a fresh charge of fuel-air mixture. And on 


the new Ford Super Duty V-8 engines exhaust gases leave 
through large exhaust ports, down wide passages in the 
cylinder head to the generously sized exhaust manifolds 
and out dual exhaust pipes to complete the breathing 
evcle most efficiently 





DESIGN features 


oe. 
>. 


xy 


MODERN 3-STAGE PARALLEL FLOW COOLING 


1. HEAD — For cold starts, both 2. HEADAND BLOCK A: /10. 3. COMPLETE COOLING \: 
thermostats are closed and the the back thermostat opens allow 160), the front thermostat opens 
coolant is pumped through the ing coolant to circulate more allowing the coolant to tlow 
evlinder head and manifold water rapidly through the block, ‘The through the radiator and the en 
jacket, returning through a by coolant flows through the head tire Cooling system. Approximate 
pass to the pump. [This restricted block and intake manifold wate) ly half of the coolant is directed 
flow continues until the coolant jacket, but closed front thermo to the heads and the other hall to 
reaches 140°. The rapid head stat prevents it from tlowing the block. This 3-stage system 
warm-up preheats the fuel-air through the radiator. It returns ives fast engine warm-up and 
mixture for more efhcient burn through a bypass to the water effective cooling. Over ten thou 
ing and greater power. Fast block pump and is recirculated. ‘This sand gallons of Coolant per hour 
warm-up also occurs, warming continues until the coolant in the are pumped by the durable hivl 
the oil tor better lubrication. intake manifold reaches 160 Capacity water pump 


NEW LUBRICATION SYSTEM 


FULL-PRESSURE LUBRICATION SYSTEM — 0i! 
is pumped under pressure through galleries in 
the block and head to the crankshaft main and 
connecting rod journals, Camshalt journals, 
rocker shalt and arms, air compressor and timing 
gears. Valve stems, cam lobes, piston pins and 
valve lifters are effectively splash and gravity 
lubricated. Squirt holes in the connecting rods 
direct oil to cylinder walls 


Troublesome external oil lines have been vir 
tually eliminated. And all oil is filtered passing 
through the large 2-quart Full-Flow oil filter 


INTERNAL OIL COOLING A tremendous 
“plus” of the Ford lubrication system is the easily 
accessible internally mounted oil cooler. Stand 
ard equipment on all Super Duty V-8’s, it’s 
designed to keep the engine’s oil at proper tem 
peratures in extra-heavy-duty service. The oil 
cooler reduces oil temperatures to minimize car 
bonization ... promotes greater oil film-strength 

prolongs moving part life, main bearing, 


and extends time between oil changes 





Fi, your extra-heavy-duty needs, 
Ford offers a wide selection of power 
train components designed for your 
individual requirements. Extra 


TWO-PLATE 13” CLUTCH — strength and capacity is engineered 


New, solid dual disc 13-inch into each and every part to take the 
clutch prov ides dependable, 


positive operation. Direct pres tremendous hor sepowel and torque 


sure is applied to the pressure output of the new Ford Super Duty 


plate by 12 coil springs. And the 


engines... and to stand up under 
large facing area with two-plate 


design gives high torque capac the big payloads Ford Extra Heavy 
ity and long service Duty trucks are rated to haul. Trans 
missions, auxiliaries, clutches and 
Single- or TP wo-Speed rear axles are all 
engineered for outstanding perform 


ance and long, dependable. service. 


Extra strength in every 


8-SPEED ROADRANGER — Designed for 
extra-heavy-duty over-the-road service, the 
Roadranger transmission provides 8 even 
ly spaced, progressive gear ratio steps. A 
four-speed constant mesh main gear box 
is coupled with an integrally mounted, 
synchronized ‘Two-Speed reduction unit 

giving 8 forward speeds to get loads 
under way faster and maintain highway 
speeds better. Shifting is powered by air, 
manually controlled by a convenient 
switch on the shift lever 


4000 SERIES SPICER ” 6000 SERIES SPICER 
TRANSMISSIONS TRANSMISSIONS 


Speed Synchro-Silent, 
Direct-in-fifth transmis 
sions are offered ina 
wide-ratio version, for use 
primarily with Single 
Speed rear axles or with 
Two-Speed axles for off 
the-road use. Close-ratio 
version for use with Two 
Speed axles over-the-road 


_5-Speed Synchro-Silent, 
| Direct-in-fifth or Over 
drive-in-fitth (reduces en 
gine revolutions about 
17°.) transmissions. Di 
rect Drive is offered = in 
both wide-ratio and close 
ratio versions. Overdrive 


is close-ratio only. 





U-200 
Rugged Single-Speed, double 
reduction, 29,000-Ib hypoid 
rear axle. Available with 
6352 transmission on F- & 
C-1100 models. Not available 
on 99” or 132” wh. models 


U-300 
Big capacity LPwo-Speed, 
double reduction, 29,000 
lb. hypoid rear axle 
Available on F- & C-1100 
models with 6352) trans 
mission. Not available on 


99” or 132” wh. models 


18,000-LB. SINGLE-SPEED 
21,000-LB. SINGLE-SPEED 
22,000-LB. SINGLE-SPEED 


Spiral bevel, full-floating rear axle. Pinion ts 
straddle mounted for accurate alignment under 
high torque loads. All gears are alloy-steel, car 
burized and hardened for strength and wear 


resistance And extra-capacity  tapered-rollet 


wheel bearings provide long, de pe ndable Service 


18,000-LB. TWO-SPEED 
21,000-LB. TWO-SPEED 
22,000-LB. TWO-SPEED 


Spiral bevel, Two-Speed, full-floating rear axles 


\ planetary reduction year set between the ritiy 


rear and differential provides two selective ratio 
for vreater flexibility of truck operation, Easy 


to operate positive action electric shift control 


illow fast, easy shifting 





FO D Extra Heavy Duty 


} ~~ li : 


Double-Channel frame side rails provide a 
solid foundation for the bigger payloads and 
rugged dependability you get with Ford's 
kxtra Heavy Duty models—both Conven 
tional and ‘Tilt Cab! Strong clean-cut chassis 
design pares away useless, unwanted dead 
weight, let's you carry more payload on every 
trip. Yet there’s plenty of extra toughness 
where it counts. Ford's springs, frames and 
axles, unit for unit more durable, all have the 
reserve Capacity to keep your loads rolling in 


all kinds of going 


F-850 Chassis Shown 


CONVENTIONAL AND 
TILT CAB CHASSIS FEATURES: 


Large-capacity flat tube-and-fin) radiator 
with cylindrical top tank gives high cool 
ing efhciency. Durable U-type rubber 
cushioned support. 


High-capacity, wide-tread, set-back front 
axle for shorter turning, more steering sta 
bility and improved weight distribution 


Durable tierod ends are spring-loaded 
ball-socket type with dust shields, for 
automatic wear take-up. 


Channel front bumper attached directly 
to frame, for greater rigidity. 


Synchro-Silent type transmission is stand 
ard on all models to provide faster, easier 
shifting —up or down—with less loss of 
truck momentum, less driver effort. 


Straight-line drive with large diameter 
tubular propeller shafts gives smooth 
power flow. 


Resilient rubber cushion encases center 
bearing, absorbs up to 80°) of propeller 
shaft) vibration 


Wide-span rear and aux 
iliary springs provide 
sturdy, balanced support 
and smooth ride 


Single-Speed rear axle with 
one-piece banjo housing, 
standard; electric-shilt 
Two-Speed planetary type 
avatlable 


C-950 Chassis Shown 





New Front Axles with modified [beam construc 
tion, reinforced at stress points for extra durability 
Available in 7000-, 9000-, 11000 
Capacities 


and 15000-lb 


Roll-Action Steering with worm-and-roller 


type 
steering geal 


reduces friction, makes steering easier 
Needle-bearing roller provides rolling rather than 
sliding action 


Master-Guide Power Steering is available 
k- and C-Series Extra Heavy Duty 
steering effort as much as 75°% 


on all 
models 


‘ 
i 


New Electric Fuel Pump mounted in fuel tank 
Big capacity, submerged type fuel pump delivers only 
liquid fuel—no vapor—under 


pressure from tank to 
carburetor 


Not dependent on engine rpm 


pro 
vides ample fuel at any vehicle speed 


Double-Channel Frame Rails are engineered tor 
extra strength and are highly resistant to twist and 
weave. Side rails have full channel 


reinforcement 
from front to rear springs. 


Steering Linkage, solid Direct-Acting drag link 
U-type steering arm and adjustable tie rod give ex 
cellent steering control and maneuverability 


Full-Air Brakes are standard on F- and C-1000 and 
1100 models, available 850 and 950. Compressor, two 
reservoir tanks, buzzer low-pressure indicator and 
air-operated windshield wipers included. 


- 5. 
ori ; 
ig 
sta “tA 
af 
Big 12-cubic foot Air Compressor is available in 
place of standard 714-cu. ft. with full-air brakes on 
KF and ©9500 thru 1100. Large 


12-cubic foot per 
minute Capacity provides extra safety factor 





Iwo all-helical, 3-Speed Auxiliary 
constant mesh transmissions are 
available (except 144” wb. ‘T-850) 
for greater operating flexibility. 


NZ 


Double-Channel frame side rails 
for extra strength, lower weight. 
Channel-reinforced from front 
spring io end of frame. 


Roadranger ‘Transmission with 8 
closely spaced forward speeds and 
preselect range shifting is optional 
for all models. Not offered with 
auxiliary transmission, 


Master-Guide Power Steering 

standard . . , always operative, cuts 
eri 2 "7507 

steering effort up to 75%. 


Tandem Chassis for 


Large Capacity flattube radiator with 
cylindrical top: tank gives high cooling 
efhorency 


Durable t type support 


High-capacity wide-tread set-back front 


axle provides shorter turning, more sta 


bility, improved weight distribution. 


Durable tic-rod ends are spring-loaded, 


ball-socket type with dust shields, for auto 


matic wear take up 


Synchro Silent 5-Speed direct transmission 
is standard for faster, easier shifting. 


Channel front bumper attached directly 


to frame, for greater rigidity 


T-950 Chassis 


38D 38.000-Ib 


Pandem Axle (Std. 1-950) 
with Single-Speed power divider on forward rear axle 


Pubular propeller shalts, large diameter, 
non-whipping. Long-lived needle-bearing 
joints. Rubber-encased drive line center 


bearing for longer life. 


Porque arms absorb starting and stopping 
thrusts. Arms are rubber bushed at each 
end, and need no lubrication 


Power divider, provided with 3rd differen 
tial, equalizes the driving power between 
axles, eliminates axle fight for longer gear 
and tire life. The third differential may be 
locked out, to give positive drive to both 
rear axles. 


Full-floating straight through drive axle 
Available with a choice of 


single reduction and planetary double reduction ratios quipped with fullair brakes 





payloads 


More flotation is provided by eight rear 
ures keeps truck from bogging down in 
mud, sand and other soft) footing where 
single-rear-axle trucks would normally 
flounder. Walking-beam action levels bumps 


by 50°), minimizes ‘bounce.’ 


28M—28,000-Ib. Tandem Axle (Opt 
1-850). Full-floating, single reduction 
type with a Single-Speed power divider 
mounted on forward rear axle. Available 
with hydraulic or full-air brakes. Hypoid 


ring gear and pinion gear sets 


Iwo equalizing beams provide true 
axle aligament, distribute weieht 
between oxles. Rubber bushings do 


away with the need for lubrication 


Husky, short-coupled springs muni 
1hi7¢ sic SWay absorb road shocks 


vive smooth, level ride 


34M—34.000-Ib. Tandem Axle (Std 
1-850). Full-floating, single reduction 
type with a Single-Speed power divider 
mounted on forward rear axle. Available 
with hydraulic or fullair brakes. Spiral 


bevel ring gear and pinion gear sets 


Differential lockout control 
located on the instrument 
panel permits driver to lock 
out differential action giving 
each axle the same positive 


traction as if separately driven 
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F-SERIES POWER TRAIN SELECTIONS 
Engine —Transmission—Axie Ratio (to 1) Combinations 


F-850 with 401 SD V-8 Engine F-950 with 401 SD V-8 Engine 








Transmission 18,000-ib. axle 18,000-Ib. 2-Speed axle 21,000-Ib. axle 21,000-Ib. 2-Speed axle 
4652 6.50 « At 6.50 8.87 or 7.17/9.77* 6.50 or 7.17 6.50 8.87 or 7.17/9.77* 





4756C 6.50 8.87 or 7.17/9.77* 6.50 LS A 





6352 0 or 7.17 6.50 8.87 or 7.17 9.77" 50 « 3.87 or 7.17 9.77" 





6852G 10 8.87 or 7.17 7 387 of 7.17,9.77* 





6453A 6.5( 117 0 8.87 or 7.17 17 ) wr 7.17/9.77* 





R-46 





. F-1000 with 477 SD V-8 ‘ 
F-1000 with 477 SD V-8 F-1100 with 534 SD V-8 F-1100 with 534 SD V-8 





Transmission 21,000-Ib. 21,000-Ib. 22,000-Ib. 22,000-Ib. 29,000-Ib. 29,000-Ib. 
axle 2-Speed axle axle 2-Speed axle axle 2-Speed axle 





6352 6.50 or 7.17 6.50 8.87 ».17 or 6.67 14/8.36 or 6.71/9.13T 7.03 6.42/8.38 or 7.09 9.07 





6852G 50, 8.87 14 8.36 or 6.71, 9.13T 





6453A ».50 or 7.17 6.50 8.8 6.17 ; 148.36 or 6.71, 9.13t 





R-46 











tNot recommended for tractor service 





iets fol OMe) ol Tesh iver-tirelal— 


AXLE, FRONT 
Standard Axle Capaci 
Optional Axle Capacity 
Includes 5,000-Ib. fr 
AXLE, REAR 
Capacity —Ib 
Standard yy 
Axle Ratios 
Optional I 
Ratios 1 
17/9 } ration 
BRAKES, SERVICE 


Standard — Type Vacuum-Po 
I n 


Double Anchor 
Drum Dia. x Lining Width 
Drum Da. x I g Width 


y pe 
t 


wer Operated 
Rear: Two 
Phickness 
DPhickne 


raulic, Pwo-Shoe 


Self-Energizing 

Front Brake 4 ‘ 

Rear Brake 

Potal Area (Lining q. i 

Booster (Effective Diaphragr 
Optional — Type 

Air Gauge on Instr 

Front Brake 

Rear Brake 

Total Area 

Compressor 

Air Reservoir Ta 
BRAKE, HAND 
Standard I 
Size (Drum 


x 4 ) 


Drum Dia 
Dram Dia 


Lining 


COOLING SYSTEM 
pe — Capacit 
Phermostats 
Fan, Diameter 
DRIVE LINE 
ype 
Propeller Shafts 
Universal Joints 
Center Bearing 
ELECTRICAL SYSTEM 
Batter 


rnator 


AXLE, FRONT 
Standard 
Opu 


BRAKES, SERVICE 
Standard Typ 


Front Brake 
Rear Brake 
Total Area 
Compre 
Air Rese 

Opuonal ¢ 

BRAKE, HAND 

Standard —1 


Size (D 


$801 
r 


ion I 
Size Ir 
CLUTCH 
Dy pe 
Total Frictiona 
COOLING SYSTEM 
[ype—¢ 
Thermostats 
Dia 
LINE 


« 


Fan 


DRIVE 
lyp 


Propeller } 
Universal J 
Center Bear 
ELECTRICAL SYSTEM 
Batter 
Alt 
He 


ernat 


Parkit 


GVW 25,000 ib. « GCW 50,000 Ib. 


ENGINE 
Standard 
FRAME 
Side Rails 
Max 
Reint 
\e Modulus 
( ss Members Type Flanged *l Ly pe 
FUEL TANK (All Tanks include Electric Fuel Pumps) 
Opt ‘ 


( 


SPRINGS 


il—Typ 
TRANSMISSION 


) 
) 
) ‘ 
) 
) 


Powe Fake 


Ott Ope 
WHEELS AND TIRES (Standard) 
" J hey 

li 


GVW 29,000 ib. « GCW 55,000 Ib. 


ENGINE 


FRAME 


M4 l 
I I 


FUEL TANK (All Tanks include Electric Fuel Pumps) 


() 


SPRINGS 


STEERING 


TRANSMISSION 


WHEELS AND TIRES (Standard) 





-g. . GVW 30,000 ib. « GCW 55,000 Ib. 
wid LOL 0] ORR) oT -Teot i ifer-tilelar-) (Opt. GCW 65,000 Ib.*) 


Requires 22,000-lb. rear axle 


AXLE, FRONT Alternator 
andard Axle Capa ) Headlights 


l Ml Starter 
Irv le ) | , e t , t ee 


1) Amp., 750 Watts 
Foot-Switch Beam Control 
High Torque, Ignition Key Starter Control 
ynbination Stop and Taillight; Instrument Lights; Ignition 
) Switch with Key Lock; Circuit Breakers; Rectifier 
Includes 6,800-I mat $f aires power steering ENGINE 
AXLE, REAR 
( 


4 


Dual Sealed-Beam 


Parking I 


Standard 60-hp 477 Super Duty V-8 
af ) 21 OOO 
wdiard , nyle da ion pur ! ating 


. Parallel, Channel Section Tapered Front and Rear 
Depth x Flange x Thick in 9.7 


1.75 x 3.50 x 0.28 
nforcement Channel, Inside Side 
Max. Section (Depth x Flange x Thick in 1.20 x 3.03 x 0.25 
section Modulus 21.75 
Cross Members — Type Flanged “U” Type with Alligator Jaw or Channel Type 
pe ing FUEL TANK (All Tanks include Electric Fuel Pumps) 
ke H 1 #-gallon Frame-Mounted, Left Side 
BRAKES, SERVICE Optional 125-gal. Saddle Tanks; 100-gal. Step Tanks 
{ I'vp 0-gal. Cylindrical Tank for Right and/or Left Side 
Cylindrical not avail. on 132" wb 
SPRINGS ront Rear 
Semi-Elliptic re y St Main fuxtltary 


6x3 7 5% 
10 

Per Spe S000 It 0 Ib. (combined 

4000 It 10400 Ib. (combined 

STEERING 


iona 


andard . Worm and Dual Row Needle Bearing Roller 
Wheel — Over | i 


n. Dia., 3-Spoke —24.4 to 1 
Wheelbase 15 ' eae er ‘90° 
Purning ¢ le 1 ; 19 62.6 

Optional —~Typ ster-G,uide Power Steering 
TRANSMISSION 
Standard 


Spicer 63 1 Synchro-Silent Direct-In-Fiftt 

Spicer 6852G Speed nehro-Silent Direct-In-Fifth 

Spicer 6453A Speed Synchro-Silent Overdrive 

\ ' ' ire late ptior 4-Speed R-46 Roadranger (6.1 0 or ¢ ? axle ratio required 

Potal Frict al Are | 3 sear Positions First 1 Third art Fifth Reverse 

COOLING SYSTEM 1 
Type ¢ ' ' 


CLUTCH 
Typo 


| 
The tat Speed Direct 


’ 6 ’ | 1 3 1.97 17 100° 
ba Dia I i l Slace 3 Speed Overdri ) 5.41 1 1.04 
DRIVE LINE 
Type 


Speed Direct 100% 


083% oO 
Speed Roadranger 


ss, Straight-Lin ‘ Power Take-Ot! Opening olt, On Both Sides 
Propeller Sha Jumber », Tubular rged-Steel . *Synchronized Speeds 

{ ersal Jount untae m ce, Needle Roller Be WHEELS AND TIRES (Standard) 

Center Bearing yber N sod Bal | Wheels Number I pe our Cast Spoke 
ELECTRICAL SYSTEM Rims Number — Size Seven— 22.5 x 7 

Batter 12-Volt te I Tires Number — Size Six—11-22.5 12 PR 


1.00. rev. 11.0 


oy = (eR A' "Mec le meoleleowi |. mum Mum clon’, 1. meleoleomi om 
ted WOO Mey ol Voth irer-tirelar- (Opt. GVW 36,000 Ib.*) 


*Requires 11,000-Ib. front axle, 29,000-Ilb. rear axle, HD rear main springs and special frame 


AXLE, FRONT 


ENGINE 
AXLE, REAR ! 


FRAME 
le | 


M eof ui Fla 1°U? 7 
FUEL TANK (All Tanks include Electric Fuel Pumps) 


) 


| 


BRAKES, SERVICE 


SPRINGS 
I 


\ 


CLUTCH 
l 


I ! 
COOLING SYSTEM 
l 


DRIVE LINE 
Ivpe 


ELECTRICAL SYSTEM 
Hartte 


16 








C-SERIES POWER TRAIN SELECTIONS 
Engine—Transmission—Axie Ratio (to 1) Combinations 


C-850 with 401 SD V-8 Engine C-950 with 401 SD V-8 Engine 





Transmission 


18,000-Ib. axle 18,000-Ib. 2-Speed axle 21,000-Ib. axle 21,000-Ib. 2-Speed axle | 





4652 


650 or 7 7 4! 2 O27 oF ’) 





4756C 


,7* 
7 





6352 


, 





6852G 


? 





6453A 





R-46 





C-1000 with 477 SD V-8 


athainatiansindinadialine dba C-1100 with 534 SD V-8 


C-1100 with 534 SD V-8 





Transmission 


21,000-Ib. 21,000-Ib. 22,000-Ib. 22,000-lb. ~=—«-29,000-lb. ~=—-29,000-Ib 





6352 


axle 2-Speed axle axle 2-Speed axle 2-Speed axle 


6.5 





6852G 


y a 





6453A 


4 6 














OFT = Te) © 


AXLE, FRONT 


( 
1 


() 


AXLE, REAR 


Ka 


BRAKES, SERVICE 
I ‘ 


CLUTCH 
I 


I i 
COOLING SYSTEM 
Ie | id 
The 
! 1) 
DRIVE LINE 
| " 


Center Be 
ELECTRICAL SYSTEM 
Hatter 


lead 


CLUTCH 

l 

I I lA 
COOLING SYSTEM 

ype Capa 

Phermosta 

I Dianne 
DRIVE LINE 
Typ 


er Bea 
ELECTRICAL SYSTEM 
! ‘ 


\ 


18 


boy oF Toshi vot-tilelal-mch nar i-Kelsls 


ENGINE 


FRAME 
je Ra 
Max 
Re 
Max G 
ection Modu 
( Member v7 Flanged *'l Dy pe 
FUEL TANK (All Tanks include Electric Fuel Pumps) 


Ox i 
SHOCK ABSORBERS (Front) 
i Ly pe 


SPRINGS 


O; na 
STEERING 

tandard 

Pu 

Optiona Dy pe 
TRANSMISSION 


) 
) 
Int 
) 
) 


peed Dire 

Speed Direc 

Speed Direct 

(; speed Dire 

4 Speed Over 

R-46 8-Speed Road 
Power Take-Otf Oper 


zed 


TIRES 


WHEELS AND (Standard) 
R N ¢ 
i 5 


Ib. ¢ GCW 55,000 Ib. 


ENGINE 
FRAME 
le Ra 
Max 


Max Deptt 


‘ n Modulu 
Membe Py pe Flanged “lt I 


FUEL TANK (All Tanks include Electric Fuel Pumps 


SHOCK ABSORBERS (Front) 
" l t 


SPRINGS 
a I 


STEERING 


TRANSMISSION 


) i 
yy " 
Iptiona 
yy ‘ 
yr 


TIRES (Standard) 
be I'vpe 


I Numbe Size 


Vire N be Size 





-g: . GVW 31,000 Ib. ¢« GCW 55,000 Ib. 
C-1000 Specifications (ons, SOW GhROE Ie.) 


AXLE, FRONT ELECTRICAL SYSTEM 
Standard Axle Capac 1) | 
Axle Capa 


Optional 
ncelude 
Optional Axle Ca 
Include KU 
AXLE, REAR 
Capacity —Ib ENGINE 
Standard ‘ 


Axle Ratio + ' =I FRAME 


Ratios 
Iptional ¢ 
Ly pe 
Axle Ra 
Type M i I 


Ratio $ FUEL TANK (All Tanks include Electric Fuel Pumps) 
BRAKES, SERVICE 


St 


indard — Type = 
Air Gauge l 

Front Brake (Drum DD 

Rear Brake (Drum Dia 


Potal Area (Lit 


SHOCK ABSORBERS (Front) 
I 


SPRINGS 


STEERING 
Potal Area (La 
Optional ( , ‘ i 
BRAKE, HAND I 
Py pe ) | TRANSMISSION 


I 
1) 


CLUTCH 
Type 
Portal I 

COOLING SYSTEM 
Type Capa 
Phermosta 
Fan, Dia 

DRIVE LINE 
Dype 

WHEELS AND TIRES (Standard 


=: . GVW 31,000 Ib. « GCW 65,000 Ib. 
C-1100 Specifications (Opt. GVW 36,000 Ib.") 


Require 1] bh f taxle. 29 


Standar 


AXLE, FRONT ELECTRICAL SYSTEM 
1 Axle Capa 


Opt 


ENGINE 


FRAME 


MI 


FUEL TANK (All Tanks include Electric Fuel Pumps 


BRAKES, SERVICE SHOCK ee (Front 
t yt 


S lard 
andard a 


Air Gauye I SPRINGS 
t Brake (Dr 


rake (Dru 


STEERING 


nal Brake 
tal Area (1 


tional Compre 


BRAKE, HAND , 
Ty pe . 


Size (Drum Dia. x Lining Width, in Lat TRANSMISSION 
CLUTCH rs 
Dy pe ; pees 
Fotal Frictional Are 
COOLING SYSTEM 
ype —Capacit 
Thermostats 
Fan, Diamete 


DRIVE LINE 
ryt 


WHEELS AND TIRES (Standard 


‘ 3 
Center Bearing 











i aig | 
WIN 


D 





T-SERIES POWER TRAIN SELECTIONS 
Engine—Transmission—Axie Ratio (to 1) Combinations 


T-850 





Transmission 


401 SD V-8 477 SD V-8 


534 SD V-8 





28,000-Ib. axle 34,000-Ib. axle 34,000-Ib. axle 


34,000-Ib. axle 





4652 w o Aux. 


4652 w 7231B 
4652 w 7231D 


107 or 7.7 ? 80 or 8.60 
7 07 or 7.75 1 80 or 8.6( 
r 


FOF * ’ 80 or 8.60 - 





6352 w/o Aux. 


6352 w/7231B 
6352 w 7231D 


107 or 7.7 ? 80 or 8.é 6.69 or 7.80 
6.69 or 7.80 


6.69 or 7.80 


POT er 774 7 80 or 8.60 


eO7-or 7.75 , oe 8k 


5.85, 6.69 or 7.80 
5.85, 6.69 or 7.80 








R-46 


or 7.7' ».69 or 5.85, 6.69 or 7.80 


5.85, 6.69 or 7.8( 





T-950 





Transmission 


401 SD V-8 477 SD V-8 


534 SD V-8 





38,000-Ib. axle 38,000-Ib. axle 


38,000-Ib. axle 





4652 w/o Aux. 


4652 w/7231B 
4652 w 7231D 


? 60 or 8.38 
? 60 or 8.38 


? 60 or 8.38 





6352 w/o Aux. 


6352 w/7231B 
6352 w 7231D 


60 or 8 
’ 60 or 8.38 


? 60 or 8.38 


6.50, 7.60 or 8.38 
? 6.50, 7.60 or 8.38 
6.50, 7.60 or 8.38 








R-46 


5.57 or 6.50 














ane : GVW 43,000 Ib. * GCW 70,000 Ib. (Opt. GVW 
SpecificatiOnsS 37 o00° or 45,000: Ib.)—(Opt. GCW 55,000 Ib.") 


*Requires 28,000-lb. rear axle, 9,000-Ib. front axle and 401 SD V-8 
TRequires 34,000-lb. rear axle, 11,000-/b., or 15,000-/b. front axle, air brakes and maximum size wheels and tires 


AXLE, FRONT ELECTRICAL SYSTEM 
Standard Ax i ) ) | 
Opt 
H 
AXLE, REAR 
( t Ib 


ipaci 


ENGINE 


I 
\x 


) 


FRAME 


Axle Kati 
* 


BRAKES, SERVICE 
yp 


Standard 


( I I I 
FUEL TANK (All Tanks include Electric Fuel Pumps) 


SPRINGS 
STEERING 


ve TRANSMISSION 
( dy val Cle 
BRAKE, HAND 
tandard — I 


CLUTCH I 
Ly pe ( ‘ : 
Potal | \ TRANSMISSION, AUXILIARY (except 144” wb.) 
COOLING SYSTEM 
Ly pe Capa 
Fan, Diamete 4 SI) \ t () 
DRIVE LINE 
Ty pe h | | ‘ WHEELS AND TIRES (Standard 
if N be ¢ I 


I 


GVW 46,000 Ib. ¢ GCW 75,000 Ib. 
dey.) mach ’A' a t-MeleloMe-] m3 melelekm i. a) 


*Requires 11,000-Ib. front axle tRequires 15,000-Ib. front axle 


AXLE, FRON ENGINE 
Standard Axle ‘ 
il Axle 
| P 


ie) i 


I ice 
AXLE, REAR 
Cray 


FUEL TANK (All Tanks include Electric Fuel Pumps 


SPRINGS 
STEERING 


/ TRANSMISSION 

CLUTCH 

Tv pe 

Doral t ‘ 
COOLING SYSTEM 

Ivpe Capa 

Ther 
ba Dia 
DRIVE LINE 

Py pe 


TRANSMISSION, AUXILIARY 
enter Bea 
ELECTRICAL SYSTEM 
Katte 


H { ) eale I ‘ WHEELS AND TIRES (Standard 














DIMENSIONS AND CHASSIS WEIGHTS 





cE 


Nom. Body 
Lengths’ ft. 


Curb Weights* (Ib. 





Front Rear Total 


FRAME HEIGHT AT REAR AXLE 








F-850 
GVW 25,000 Ib. 


10-22.5 10 PR Tires 
3995 2930 6925 
4010 2950 6960 
4035 3000 7035 
4065 3065 7130 
4175 3035 7210 


SERIES TIRE SIZE 


H (in.) 





Empt 


y Loaded 





10 PR 36.0 
12 PR 36.6 


F-850 


33.0 
33.6 





F-950 
thru 
F-1100 


12 PR 
12 PR 
12 or 14 PR 
12 PR 








F-950 
GVW 29,000 Ib. 


11-22.5 12 PR Tires 


C-850 10 PR 


12 PR 


4285 
4320 
4365 
4420 
4460 


3255 7540 
7605 
7700 
7810 
7885 





12 
12 
12 


PR 
PR 
or 14 PR 


12 PR 





10 
12 


PR 
PR 








F-1000 
GVW 30,000 Ib. 


11-22.5 12 PR Tires 
4340 3530 7870 
4375 3565 7940 
4420 3610 8030 
4475 3665 8140 
4510 3700 8210 


12 PR 
12 PR 
12 or 14 PR 
12 PR 


Onnnponronnn rnafoonnaioan 


PRP ATEN RK YP 
PN CP ES) Pe) 








OPTIONAL EQUIPMENT ADD WEIG 


HTS 








F-1100 
GVW 30,000 Ib. 
. GVW 36,000 Ib. 


11-22.5 12 PR Tires 
4345 3700 8045 
4380 3735 8115 
4425 3780 8205 
4480 3835 8315 
4520 3875 8395 


Front 


Rear 





Axle, Front—11,000 Ib. 
F-850 


F-950, F-1000, F-1100, T-850, T-950 
C-850, C-950 

C-1000 

C-1100 








C-850 
GVW 26,000 Ib. 


186.0 


10-22.5 10 PR Tires 
5030 2335 7365 
5040 2355 7395 
5135 = 2410 7545 
5175 2450 7625 


Axle, Front—15,000 tb. 
F-1000, F-1100 
C-950 
C-1000 


C-1100 
T-850, T-950 





Axle, Rear—Single-Speed 
F-C-1000—22,000 Ib 
F-C-1100—29,000 Ib 





C-950 
GVW 30,000 Ib. 


123.2 
135.2 
168.0 
186.0 


11-22.5 12 PR Tires 
5205 2775 7980 
5225 2805 8030 
5320 2880 8200 
5375 2935 8310 


Axle, Rear—Two- _ 
F-C-850— 18,000 
F-C-950, F-C 1000. -21,000 Ib 
F-C-1000—22,000 Ib 
F-C-1100—29,000 Ib 





Axle, Rear—Tandem 
T-850—28,000 Ib 





C-1000 
GVW 31,000 Ib. 


123.2 
135.2 
168.0 
186.0 


11-22.5 12 PR Tires 
5465 3025 8490 
5495 3050 8545 
5560 3095 8655 
5610 3125 8735 


Brakes, Full Air 
F-850, C-850 
F-950, C-950 
T-850 





Power Steering (F- & C-Series) 








C-1100 
GVW 31,000 Ib. 
- GVW 36,000 Ib. 


123.2 
135.2 
168.0 
186.0 


11-22.5 12 PR Tires 
5465 3195 8660 
5495 3220 8715 
5560 3265 = 8825 
5610 3295 8905 


Transmission—6000 Series 
F-850, F-950 


T-850 
T-950 








T-850 
GVW 43,000 Ib. 
. GVW 45,000 Ib. 
. GVW 37,000 Ib. 


128.5 
144.5 
175.5 
204.5 


10-22.5 10 PR Tires 
4100 6020 10120 
4140 6055 10195 
4210 6105 10315 
4275 6155 10430 


Transmission—Roadranger 
F-850, F-950 


T-850 (over 4000 Series) 
T-950 (over 4000 Series) 








T-950 
GVW 46,000 Ib. 
. GVW 48,000 Ib. 
. GVW 51,000 Ib. 


11-22.5 12 PR Tires 


4670 6735 11405 
4795 6860 11655 
4840 6905 11745 





Tires, Tubeless 
F-C-850 11-22 
F-C-950 thru 1100 


MONRO H—— RRR — 
MMM ARAANRAPO 
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GREATEST CAB LUXURY 
AND VALUE—FORD’S CUSTOM CAB— 


Conventional and Tilt (shown above) 
Add to Ford's standard cab features 


’ 


all these custom ‘‘extras,’’ and 


you'll see why the Custom Cab is worth ‘ 


its small additional cost! 


/ 
37.21 HEADROOM 
Mf 


! 
‘ 














Two-tone woven nvlor 


white hound’s-toot 
ipholstery 


1] 


bFoam-rubber padre 


Foam rubber 


I hermacousts 
hall h ot g 


Sound ¢ 


1H 


panel 
Insulation 

tional C; 
Athi 


trim pane | 


olive 


STANDARD CAB EQUIPMENT 


(In addition to items listed on specification pages) 


@ Air Wing Ventilators in Door e ii 


@ Ammeter 
@ Ash Receptack 


e@ Cab All-Weather 
C-Seri 


Vent 
Channel Front Bumper 
Control 
Differential Lockout 
Warning Light 


oke 


@ Dispatch Box 


@ Door Lock, Right 


@ Fuel Gauge 


@ Full-Wi ip Wind 


Hand PE hireottle 


of Vermuilion, Mi 
W hiite Moeac 


Choice 


Colonial 


TOP OF FRAME 


+4 


ADJUSTMENT 4 INCHES 


TOP OF FLOOR 


422) MAX DOOR widl* 


1 Ven 





Full-view mirror (Western 
type) hos a large 6 x 16 inch 
reflecting surface for maximum 
side and rear visibility. Adjust- 
able arms and mirror. 


Front-end power take-off for front- 
mounted pump, etc. Power take-off 
unit consisting of damper assembly 
and jack shaft available on Ford 
F- and T-Series. 


Heavy-duty grille guard is braced 
to truck frame for grille, radiator 
and headlight protection. Rugged 
bar steel construction. Tow hooks 
also available. 





Full-wrap rear window provides 
wide-angle visibility. Over 766 sq. 
in. available on F- & T-Series for 
Standard or Custom Cabs. Bright- 
metal molding around window. 


FO 


D Accessories and Optional Equipment 


in addition to those previously shown: 


REGULAR PRODUCTION OPTIONS 
Air Horns, on air equipped models 
Arm Rest, Lett (Standard Cab) 
Cab, Custom 
Carrier, Spare Wheel 
Heater and Detroster, MapicAtre o1 
Recirculating 
Hydraulic Jack, 
(Fe & €-950 
Padded 


Visors 


Radio 


r-ton (Tf K& ¢ 
L000 & LOO: T-850 & 950) 


850), ton 


Instrument Panel and Cushioned 


Spare I ire I ubele 


Sun Visor, right side (Standard Cab) 
Dinted Glass 

Pube- Type ‘Tires 

urn Signals, Front & Rear 
Windshield) Washers 


Wheels & Lires (Lubeless 


F- & C-850 

(7) 22.5 x 7.5 Rims 

7) 22.5 x 7.5 Disc Wheels, 8-hole or 
10-hole type 
yIZPR Tires* 

F- & C-950, 1000 & 1100 

(7) 22.5 x 8.25 Rims 

(7) 24.5 x 8.25 Rims 


ler hbtained fror 


{ bord 


istrated or referred to as opliona 


1 
Motor Company reserve 


22.5 x 7.5 Disc Wheels, 10-hole 
22.5 x 8.25 Disc Wheels, 10-hole 
24.5 x 8.25 Disc Wheels, 10-hole 
11-24.512 PR 
12-22.5 12 PR Tires* 
12-24.5 12 PR Tires* 
12-22.5 14 PR Tires* 
*Heavy Duty 
-850 
(11) 22.5 x 7.5% Rims 
11) 22.5 x 6.75** Disc Wheels, 8-hole 


(11) 22.5 x 7.5* Disc Wheels, 8-hole 


lires* 


rear sprain and 8.25 rams or wheels required 


(11) 22.5 x 7.54 Dise Wheels, 10-hole 
(10) 10-22.5 10 PR ‘Tires** 
10) 11-22.5 12 PR Tires*} 
*kor highway operation 
© With 28.000-[b. axle 
{With 34,000-1b 
$22 nn 
T-950 
11) 22.5 x 8.25 Rims 
» Rims 
(11) 22.5 x 7.5 Disc Wheels, 10-hole 


11) 24.5 x 8.2 


(11) 22.5 x 8.25 Dise Wheels, 10-hole 
(11) 24.5 x 8.25 Disc Wheels, 10-hole 
10) 11-24.5 12 PR ‘Tires*® 

10) 12-22.5 12 PR Tires*® 

(10) 12-24.5 12 PR ‘Tires* 

(10) 12-22.5 14 PR 


*\ 
nm 


contained herein were in effect at the time thi 


hange spectfication 


r the price 


PRE-APPROVED OPTIONS 


Arm Rest, Right Side for All Cabs 
Cigar Lighter (Standard Cab) 
Dome Light (Standard Cab) 
Generator, Ford, 40 amp., 600 watts 
Generator, 50 amp., 750 watt: (1-850, ‘T-950) 
ICC Clearance Lights 

Mirrors: Inside Safety; 
Outside 
Left or Right, 
C-Series) 


Shock Absorbers, front (Std. on C-Series) 


Right, Non-1 elescopic . 


Telescopic (except 


Spare Tire, Pube-type 

Paillight, Right 

furn Signals, front only 

Vacuum Reserve Lank, 1,000 cu. in 
(F- & C-850, 950) 


ACCESSORIES—DEALER INSTALLED 


hire Extinguisher 

Locking Gas Tank Cap 

Reflector Flares (3 in Kit) with Flags 
Seat Belts 

Seat Covers 

Seat Cushion, Ventilated 

Shaver, Electric 


Splash Guards 


folder was approved for 
or desten, without notice and without incurrin bligation 


of the model wath the equipment you desire, see your bord 


FORD Division of FORD MOTOR COMPANY ¢- DEARBORN, MICHIGAN 





Wheaton 


precision pays 





Extra strong —for 
extra long life 


Tight sealing Years of experience in the pro- Wheaton Type 470 Swing Joints 

—T— duction of water draw-off valves 

and for storage tanks has made tight 
sealing a built-in, dependable fea- 
ture of Wheaton Drain Valves. 


ee 
dry draining Type T-1540 pictured above 


are made of high tensile steel, with 
double flame-hardened ball races 
to give you strong, long-lasting 
swing joints with high load-bear 
ing capacity at elevated pressures 
a TYPE 473 
typifies the precision of these hese swing joints are self 


fittings. A composition dise as adjusting under vacuum and 


sures positive tightness and pre pressure, and are available in any 


vents leakage. A swivel poppet combination of threaded or 


) 


maintains even seating and mini flanged outlets, in 2”, 3” and 4 


mizes wear on the disc. A steel sizes. As in all Wheaton Swing 


body, with non-corrosive stain- Joints, the packing seal is quickly 


less steel seat, provides excep and easily replaced without dis 


tional strength, fire protection mantling the swing joint or the 


and long service piping installation 


Where precision counts, where i his ease of maintenance, com 


tight-sealing valves are essential, bined with exceptionally long life, 
Wheaton Type T-1540 


Sicin Valve makes Wheaton the buy in swing 


Wheaton is the first choice—and 


your wisest selection for standard joints—a fact that is being 


storage tank equipment proved repeatedly 


s 
Send for Catalog No. 65, which describes the complete Wheaton Line TYPE 474-A 7 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada + Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S.A 


Liquid Handling 
camer y Wheaton 
the best by every standard 
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Are you still playing the 
“Should | put in 
colder plugs for high- 
speed highway driving?” 





* 
* 
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Why gamble when POWER TIP 


IN TOWN TRAFFIC .. . Some spark plugs, designed for ON THE HIGHWAY... Some spark plugs, designed for 

high speeds, become fouled and cause misfiring and low speeds, misfire causing power loss and invite 

loss of power when driven at low speeds. destructive pre-ignition when driven at high speeds. 
Why gamble when... 


Power Tip “Fires Up” at all speeds. At low speeds, the projecting Power Tip is in the 
thick of combustion where it gets hot quicker and stays hot to burn fouling deposits 
away clean. At higher speeds, the projecting tip is in the path of the incoming air-fuel 
mixture where it stays cool to check power-robbing pre-ignition. 


AUTO-LITE 


Auto-Lite makes a complete line of spark plugs, including Standard, Resistor, Small-Engine, Transport, Aircraft, ind Diesel-Starting. 
i 8} i { ’ I J g 
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BOSE HERESHOOCOCSSESESISESCSCCOCESCECOSCOCE SOS SSIES re 


“Should | put in 
hotter plugs for low- i 
speed city driving?” Sy 





e@eeeeeeoeeeeeeee @ 


@eeeeeeaedeeoeeeeee 


@eeeeeveeeeeeoeeee eevee eeeeeoeeeeeeeoeeeeeeeeeee ee eee 


up engines at all speeds! 


DEALERS ACROSS THE COUNTRY 
INSTALL POWER TIP TO BE SURE 
OF SATISFIED CUSTOMERS 





Smart dealers know they can depend on Auto-Lite Power Tip 
to protect their most valuable asset . . . customer satisfaction. 
That’s because Power Tip ‘fires up” today’s overhead-valve 
engines at all speeds—and keeps them “‘fired up”’ in all kinds of 
driving. More and more dealers are standardizing on Power Tip 
for all overhead-valve engines because it takes the ‘‘guess- 
work” out of spark plug selection. The new, simplified wall 
chart shows the one Power Tip number that’s best for each of 
America’s 19 makes of passenger cars. 


‘ 


Install Power Tip in your customers’ cars. Take the “guess- 
work” out of your spark plug service and be sure of completely 
satisfying your customers. Stock Power Tip today! 

*Power Tip, with or without Resistor, is ignition-engineered for overhead-valve 
V-8 engines and for most overhead-valve 6-cylinder engines in all these cars 
BUICK + CADILLAC + CHEVROLET + CHRYSLER + DE SOTO + DODGE 
EDSEL - FORD + HUDSON - IMPERIAL + LINCOLN + MERCURY + NASH 


OLDSMOBILE + PACKARD + PLYMOUTH + PONTIAC + RAMBLER 
STUDEBAKER. 


RESISTOR cand on WITH 


POWER TIP... 
ignition-engineered 
for today’s engines! 


THE ELECTRIC AUTO-LITE COMPANY TOLEDO 1, OHIO 
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the preferred source for technical help 
on compounding motor oils 


Oronite’s philosophy on technical assistance is that of 
providing lube oil additive research and know-how to 
mecting your cost 


your individual needs require- 


ments. Oronite recognizes that each ¢ ompounding spec- 


ification is different and assistance is a “must on an 


individual basis. 


Technical assistance from Oronite is a defined course 
of action embodying a group effort of scores of techni- 
cally trained people specializing in compounding mo- 
tor oils. Additive specialists in the field and the home 
office, sections of research chemists and engineers in 
the laboratories devote full time exploring, document- 


ing and communicating new factual data on the science 


ORONITE CHEMI 


ALIFORN 


EXECUTIVE OFFICES « 200 Bush Street 


we 


SALES OFFICES « New York, Boston, Wilmingtor 


Tulsa, Los Angeles, San Francisco 


EUROPEAN OFFICE « 36, Avenue William-Favre 


San Francisc 


of compounding oils. 

Today. Oronite is supplying over a hundred differ- 
ent additive compounds having recorded engine 
tests on hundreds. New concepts, new performance 
heine recorded to even 


data is continually 


ereater 
benefit of Oronite additive customers. 
When a 


technical service continues 


company becomes an Oronite customer, 
providing the customer 
new data as it develops, suggesting ways of cutting 
costs, Cooperating in every way possible to make your 


association with Oronite more valuable to you. 


Why not call on Oronite and see the depth of techni- 


cal help available to you? 


CAL COMPANY 


o 20, California 


Chicago, Cincinnati, 


Seattie 


Cleveland, Houston, 


Geneva, Switzeriand 
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the new “<s 


Ware WT 


Specially designed 
to handle 
ALL &@% 
longer, lower 
‘58 models 











Gilbarco’s new frame contact lift is built to handle every type of light 
vehicle — including the new ‘58 cars, foreign cars and light trucks. This new 


lift features a heavily reinforced superstructure yet has a low silhouette 





(only 2” above floor level). Four newly designed swiveling adapters are 
supplied with every lift. These adapters, which are now longer and 


easier to use, fit the new model and all previous Gilbarco frames 


A complete line: Gilbarco also manufactures outstanding 
roll-on and free-wheel lifts. 


t 


AIR COMPRESSORS AIR METERS 


Gilbarco air compressors are able ||) ea Gilbarco air meters are the mos 
to deliver more air for less money | accurate on the market. They are 


because they run smoother, last , FE available with the excl 


sive Pres: jre 
ULs 
longer. Available in horizontal ; ad Guide” which tells at a glance the 
- a Ey “| 
and vertical models; single and oh 29 ra correct pressure of all popular tire 
two-stage; ¥%3 to 10 horsepower sizes. These meters are precision built 


for long life; for wall or post mounting 








Look to Gilbarco for the best in service station equipment. Write today for complete 
information. Gilbert & Barker Mfg. Co., West Springfield, Mass., Toronto, Canada. 
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Flying “A” 
dealers 

adopt 

LION uniforms 


The eye appealing new uniforms, smartly tailored 
by LION from fine durable white and green fabrics 
especially for Tidewater, will replace rental service 
clothing to improve appearance and customer relations. 

LION salutes Flying “A” Dealers and welcomes 
them to a distinguished group of 16 major companies 
who rely on LION for the finest in business clothes. 


‘Tidewater Oil and its Flying “A” Dealers are on the 
move opening hundreds of service stations. This ag- 
gressive company proves that cleanliness and good 
4 Soe A , § 
appearance of station personnel wins the respect and 
following of customers. The smile and Flying"A 
Service is now given by a man who is dressed in LION 


Business Clothes . . . the finest available. 


LION Uniform, Inc. Dayton 3, Ohio - Los Angeles 15, Calif. 
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THE wy 
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Ww 


PLANTS: DES MOINES—PHILADELPHIA—LONG BEACH, CAL. 


1958 


DESIGNED TO LIFT ALL CARS 
PAST - PRESENT - FUTURE 


Globe “Frame-Kontact” Hoists, with “Continental- 
18°’ Adapters when needed, contact all 1958 cars at 
the manufacturers recommended pick-up points. 
Whether the frame is box, bowed, x-type, unit or 
semi-unit, “Frame-Kontacts” provide a margain of 
safety that eliminates critical spotting. 

Ihe long, low profile of Globe “Frame-Kontact” 
Hoists serves every car on the road today. As long 
as cars have frames, bodies and wheels, you can be 
sure that “Frame-Kontact” will lift them. 

And only with “Frame-Kontact” do you get the 
profit advantages of low initial cost, maximum under- 


side accessibility, relaxed suspensions. 


AP? SP Saaz 


RAME.KONTACT™ HOISTS i hentia 2 oe “ tt gt: T Abe. 
SINGLE POST Two POST ) 





1958 DATA FILE OF 

CAR LIFTING. Con- 

tains specifications for 

lifting all 1958 cars on 

all types of Globe 

Hoists .. . includes dimensions, clearance, weight 
distribution and factory recommended pick-up 
points. Write today: GLOBE HOIST COMPANY, 
Kast Mermaid Lane at Queen Street, Philadelphia 
18, Penna. 





ar -opaee 510 


DOLLY 


WORLD’S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 
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THE “OVERHEAD DOOR” Panoramic Aluminum Doors in 
this Toledo, Ohio station provide the utmost visibility for 
men working inside . . . always look right to customers. 


























In Fort Lauderdale, Florida, installations of The 'SOVER- 
HEAD DOOR" add to the smart, modern appearance of 


this station—assure owners of fast service when needed. 
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This attractive service station in Atlanta, Georgia 
attains an outstandingly smart, clean look with The 
“OVERHEAD DOOR" Panoramic Aluminum Door. 


stations are equipped with 


TRADE MARK 


Never before in history has one product received such 
wide acceptance in the petroleum field. All across the 
nation, The “OvERHEAD Door” is the favorite where 
attractive appearance, easy operation, and proper in- 
stallation and service are desired. 

Today, the new and better Panoramic Aluminum Door 
is sweeping the field for service station installation! And 
the reasons are simple: it improves the attractiveness of 
the station, increases visibility, is light and easy to oper- 
ate! Every bit as important . the distributor of The 
“OVERHEAD Door”’ is always ready, willing and able to 


By 3 to! the leaders of the petroleum 
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provide service when needed, with new parts available 
within 24 hours in case of accidental damage! 

Follow the lead of other progressive service station 
operators .. . specify The “OVERHEAD Door” when you 
are planning new stations. And be sure to order The 
“OVERHEAD Door”’ for replacements it’s the door 
that helps make service stations as modern as tomorrow! 


OVERHEAD DOOR CORPORATION 
ral Office Hartford City, Ind. « Manufacturing Dist tor Cortl 
Y , Hillside, N. J., Lewistown, Pa.; Marion, Ohio, Na 1 N HeM 
ne D r Dalla lexas, Portland, Ore In € 


industry prefer The “OVERHI 
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The General Motors 


“AIM TO LIVE 


For All Retailers 





What is “Aim To Live’’? 


Whenever your customers drive at night, their 
safety depends on what they can see. What they can’t 
see can hurt them. Repeated checks prove that more 
than 50% of all cars have improperly aimed head- 
lamps and are losing as much as 80% of night vision. 














In the interest of greater night driving safety, General 
Motors is taking the lead in promoting this vital serv- 
ice with this great new “Aim To Live” public service 
program. 

The “Aim To Live” Program will be backed by power- 
ful advertising in leading national magazines as well 
as on television programs sponsored by General 
Motors Divisions. Car owners everywhere will be 
urged to stop in at any authorized “Aim To Live” 
Headquarters point for a headlamp inspection and 
aiming check. 


Nation-wide March-April 
$100,000 Consumer Contest—116 Big Prizes! 


The spring climax of the “AIM TO LIVE” program 
will be an exciting 60-day $100,000 safety slogan con- 
test open to all licensed drivers during March and April. 
All “Aim To Live” Headquarter retailers will be pro- 
vided with official entry blanks and identification signs 
and banners. 


Join this important public service project! Back the 
“Aim To Live” Program for greater night-driving safety! 
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OF THE MONTH! 


” PROGRAM... 


Selling Guide Headlamps 


ORDER YOUR STOCK OF GUIDE HEADLAMPS 
TODAY FROM YOUR REGULAR AC SUPPLIER 


February, 


1958 «+ 


Here’s how service stations and 

repair shops can participate in the 

“Aim To Live’ Program 

Any service station or garage stocking Guide T-3 Head- 
lamps and having a mechanical aimer for aiming 
modern headlamps (headlamps with aiming points) is 
considered an official ““Aim To Live” station. 


AC field personnel are now contacting 
retailers of Guide Headlamps to explain 

the complete program and to distribute ‘‘Aim 
To Live” point-of-sale identification kits 
Now’s the time to become an “Aim To Live”’ station. 
Order a stock of Guide Lamps from your regular AC 
supplier. He will see to it that the AC field man sets up 
your station as an official “Aim To Live” Headquarters 
point. You, too, can then become a part of this vital 
project and qualify your customers to participate in 
the big March-April contest. 


AC SPARK PLUG & THE ELECTRONICS DIVISION OF GENERAL MOTORS 


NATIONAI 


Watch Walt Disney Studios 


PETROLEUM NEWS 


ZORRO 


every week ABC.TY 





© SELLING SLANTS 


Here’s your value-packed 


MID-WINTER DEAL 
ON AC PRESSURE CAPS 


This handy AC Tester Rack 

and “‘Hot Pad” Mitten are yours 
with an order for an FM-20 

AC Pressure Cap Assortment 


Two valuable service items . . . the all-metal 
Storage Rack (for your Anti-freeze and AC 
Cooling System Tester) plus a heat resistant 
AC “Hot Pad” Mitten for removing hot pres- 
sure caps can be yours free of extra charge. 
Here’s how: 





You buy the FM-20 Assortment at the regular 
price plus $4.05. You receive the Rack and the 
Mitten plus 3 additional popular type AC RC-9 
Pressure Caps. When you sell these caps, you 
recover your total additional investment. Sim- 
ple? You bet ... why not place your order 
today? 





AC Rack —Heavy all-metal construction for wall or pump island 


installation, Finished in high luster AC Blue, Red and White. AC FM-20 Assortment—Seven popular fast-moving 
If you don’t own an AC Cooling System Tester, why not order pressure cap types, twelve caps in all, packed in this 
one of these valuable service tools also ... available from any attractive combination shipping and display container. 
AC supplier for only $10,00, Just the ticket for the average service station, 


YOUR AC SUPPLIER HAS ALL THE DETAILS - CALL HIM TODAY! 
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Presenting the Oneidacraft Tableware 


FOLLOW-UP PROMOTION 
ON AC OIL FILTERS 


Complete your Onerdacraft 
Stainless Tableware with these 
16 beautiful additional pieces 


Yes, dealers everywhere have asked for the 
opportunity to complete their AC Oneidaeraft 
set... $80 16 additional Profile Pattern pieces 
are now available on that same attractive basis 
as the original offer released last fall. 

Demand is bound to run high for this outstand- 
ing value so we urge you to act promptly... 
order an FM-35 today! 


FM-35 PROMOTION 


.. no charge to you! 


The deal’s the same... you buy 24 AC Element 
our choice; pay the regular price plus $7.50. 
receive the l6 piece of Oneidacratt plu three Prope 
ular AC Elements worth $7.50. When they're sold 


you ve recovered your total additional investment. 


HERE’S MORE GOOD NEWS! 
If you didn’t get the initial FM-31 Assortment con- 
sisting of the baste 16-piece Oneidacraft set . . 1 
Knives, 4 Forks, 8 Teaspoons, it’s being reintroduced 
because of popular demand. This is your opportunity 


to secure both assortment 


FM-.35 Assortment Includes: 4 pl ice settings of 3 pieces Oval 
Bowl Soup Spoon, Salad Fork, Iced Drink Spoon. Plus... Butter 
Knife, Sugar Spoon, Large Serving Spoon, Large Serving Fork. 


AC SPARK PLUG 5 2 THE ELECTRONICS DIVISION OF GENERAL MOTORS Watch Walt Disney Studios’ ZORRO every week or 
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“Another product safely shipped in Inland ‘protection-eered’* containers” 


“IVS COME A LONG, LONG WAY... 


The leather that is . 
Jane’s time, that leather goods and wearing apparel 


Used to be, back in Calamity 


were mighty cumbersome. And colors were pretty much 
restricted to those endowed by the poor departed 
original four-legged owner 

Today, thanks in large part to products of the 
chemical industry, leather has taken its place as a 
versatile, “high fashion”’ material. Rohm & Haas Com- 
pany, for example, a pioneer producer of leather chem- 
icals, manufactures highly pigmented nitrocellulose 


lacquers used in formulating flexible color coats for 
leather of various types. 

Maintenance of the color uniformity and purity during 
shipment is important to tanners who use these finishes. 
That’s why these lacquers are shipped in Inland pails 
with a special lining, tailor-made to protect the contents. 

Do you have a product that requires special protec- 
tion during shipment? If so, it will pay you to let 
Inland’s packaging experts go to work on your problem. 
Write Bob Boecher, Dept. 335D. 














*the right container, with the right lining for your product 


INLAND STEEL CONTAINER COMPANY 


member of the 4 


ip steel family 


6532 South Menard Avenue, 
Plants: Chicago + Jersey City - New Orleans 
Cleveland and Greenville, Ohio. Full line of steel and stainless 


y duty 1CC drums 


Chicago 38, Illinois 
# galvanized and hea 


steel shipping containers, includir 
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FOR AN EXTRA TRUCK 
FLEET... WITH NONE 


OF THE PROBLEMS 


When you need petroleum or chemical trans- 
ports in a hurry, call Matlack first. We are 
geared to keep your liquids on the move — for 
emergency or regular shipments. 

850 specialized units operating in 27 States 
gives us flexibility. You can count on emergency 
service. A teletype network helps dispatchers 
at our 26 terminals keep tabs on transports. 

Ultra-efficient equipment cuts tank cleaning 
from hours to minutes. When tank cleaning is 


mar wap” 


necessary to meet your emergency schedule, 
there’s no danger of contamination of your 
product. 

You have all of the conveniences of your 
own fleet with none of the problems. No 
maintenance. No accident claims. No labor 
problems. You lower hauling costs too when 
you “Ship via Matlack’” — Pipeline On Wheels 
to the Heart of the Nation. Get in touch with 
Matlack today. 


E. BROOKE MATLACK, Inc., 33rd & Arch Sts., Philadelphia 4, Pa. Phone EVergreen 2-1300 


Terminals: Baltimore, Md. 


Findlay, Ohio 


Detroit, Mich. 
Toledo, Ohto 
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Pittsburgh, Pa. 
Woodbridge, N. J. 


Richmond, Va. 


and others 


Canton, Ohio 





REO V-8 
EXCLUSIVE! 


O/L TEMPERATURE 
STABILIZER 


holds oil to within 35° above 
engine coolant. Acts as oil heater 
for quick warm-ups in winter. 
Cools oil in summer. This 
automatic *‘climate’’ control means 
longer oil and bearing life. 


REO V-8 
EXHAUST VALVES 


are sodium filled for quick 
cooling. Valves and seats 
are Stellite faced for rugged 
resistance to scorching heat. 
Positive rotation insures 
longer life... maximum 
efficiency, 


REO V-8 
CRANKSHAFTS 


are fully counterbalanced 
with maximum overlap 
for rugged strength. 


REO V-8 
EXCLUSIVE! 


DUAL O/L FILTERS 


clean all the oil all the 
time. By-pass and full- REO V-8 
flow filtering action CRANKCASE 
means cleaner oil longer 
... less wear, less. VENTILATION 
friction. Reo V-8’s have 
cleanest oil possible in 
any truck engine. 





insures continuous 
flow of clean air. 
Removes corrosive 
crankcase vapors... 
minimizes harmful 
sludge. 


beneath the 
is the heart of © 


REO DIVISION THE WHITE MOTOR COMPANY 





REO V-8 EXCLUS/VE! 

HIGH VELOCITY COOLING 

circulates over 100 gallons coolant per minute 
(at 3200 rpm) around full-length of piston travel 
Special jets direct coolant around exhaust valves 
and spark plugs. No hot spots possible 


REO V-8 SHORT-STROKE 


cuts piston travel . . . friction . . . power loss. 

Saves up to 73 miles of piston travel per every 
300 road miles (at 50 mph). Reduction of wear 
and drag means more wheel power. 





REO V-8 EXCLUS/VE! 
REPLACEABLE ' WET-SLEEVE"’ CYLINDERS 


precision fitted sleeve-and-piston assemblies 
install in half the time and cost of re-boring 
conventional V-8 engines. No re-boring oF 
piston fitting required 





“bonnet” 






































7 


Cte, 


Lansing 20, Michigan 















































““WHATEVER YOU DO...DON'T MISS THE MAN 
WITH THE DU PONT ANTI-FREEZE MARKETING PLAN!" 


You won't miss profitable sales opportunities when OTHER EXCLUSIVE BENEFITS INCLUDE: 
your dealers carry Du Pont anti-freezes. The con- + Outstanding distribution efficiency 

sumer acceptance of Du Pont anti-freezes makes it * Full-time anti-freeze specialists offering you 
year-round sales assistance 


easier for your dealers to serve both the permanent pi - , " 
Che quality and dependability of ‘‘Zerex’’ and 


and standard markets. Remember . . . motorists a 


know “‘Zerex’”’ and ‘‘Zerone” are quality products — . The selling power of the Du Pont name 


made and backed by Du Pont. + Resultful advertising and product promotion 


Find out how your company and dealers can benefit ... see the man with the Du Pont Anti-Freeze Marketing Plan now! 


ZEREX —- ZERONE 
Anti-freezes 


R BETTER VIN . EMISTRY 


BE. I.du Pont de Nemours & Co. (Ine.), Wilmington 98, Delaware 
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PUMPS OFF THE TOP OF THE GREASE! 
AAAI \\Lil/// MMM 
tHENow = f 


Popper 


GREASE PUMP 
LMI 





A 





NOW ...you can have the many ad- 
vantages of a completely sealed lube 
system...the danger of grease con 
tamination is removed channeling 
and subsequent aeration are eliminated 
... there is very little physical change 
in the grease, as milling and churning 


way to the bottom, evacuating all the 
grease in the drum! Only the ‘Topper’ 
gets it all! No more hand transfer of 
unpumpable grease and possible con- 
tamination from dust and dirt. And 
valuable time ts saved, as well! 


The “Topper handles the new heavy 


are minimized. 

How is it accomplished? By the great 
new Graco ‘Topper’ Grease Pump! 
Pumping off the top surface of the 
grease, the ‘Topper’ literally 


greases easily even at low tempera- 
tures right down to the bottom of 
the drum. Speed up lube service with 
the Graco “Topper’ give customers 
“sucks” its a better lube job at the same time! 


ONLY THE Topper’ GIVES YOU THESE FEATURES: 


®@ All grease evacuated — no more hand cleaning of drums. 
@ Completely sealed system protects your grease. 
@ Grease channeling and aeration are eliminated. 























THE ‘TOPPER’ Inductor 
Seal completely elim- 
inates contamination 
from dust, dirt, or any 
foreign objects.Grease 
is never exposed. 


NEW WAY. See how 
the Graco ‘Topper 
works Top pump are 


OLD WAY. Here you 
see how, with an 
old-style pump, 
grease channeling ing 
and aeration can 
occur 


CLEAN DRUMS! Note 
how clean drum walls 
Topper’ evacu 
is the answer. No 
channeling 


ates grease complete 
No more hand 
transferring 


No aera ly 
tion. No wasted grease 


HOT NEWS! GET THE FACTS NOW! 


Don't wait! Write today for the new catalog which describes this great 
new pump in detail and gives ideas on how a sealed lube system can 
work for you. Get your personal copy now! 


Another “FIRST” from GRACO 


NATIONAI 


GRAY COMPANY, 
331 Graco Square 

Minneapolis 13, Minnesota 

FACTORY BRANCHES New York fl 


Philadelohia ¢ Detroit ¢ Chicago e Atlar 


ng Is! 
taeSant 


1958 . 
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CONOCO...THE HOTTEST 


Why? ... Because Conoco is genuinely interested in Jobber- 
Dealer problems and offers its distributors all-around assist- 


ance in working them out. 


We recognize the importance of good relations between jobbers, 
dealers and their suppliers and the necessity for keeping open 
the lines of communication through all possible channels. 
Conoco believes in frank two-way communication. 


We not only welcome your questions. We solicit them. As one 

of the nation’s oldest major oil companies, Conoco has a gold 

mine of sound information which is readily available. Many of 

the ‘‘answers” were originally developed by businessmen like 

yourself working on problems with a Conoco Representative. 

For example, we are frequently asked questions like these con- 
© 1958, Continental Oil Company cerning service station operation: 
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Ask any of these 
| Conoco 

| Division 

‘ Managers 
about the 


HOTTEST 
‘BRAND 
“ GOING! 


R. W. ABRAHAMSON 
912 Baker Building, 
Minneapolis 2, Minn. 








_ a 














G. W. BROWN 
1710 Fair Building, 
Fort Worth 2, Texas 


R. E. CARUTHERS 
5415 No. Pennsylvania Ave., 
Oklahoma City 12, Oklahoma 














Of tay 
‘i DALE CHAPMAN 

757 West Second South, P.O. Box 2250, 
Salt Lake City 10, Utah 


J. B. DICKEY 
2065 Union Avenue, 
Memphis, Tenn. 


W. S. DULANEY 
707 Commerce Building, 


New Orleans 12, Louisiana 
K. T. JOHNSON 
1300 Main Street, P.O. Box 2197, 
; Houston, Texas 
so 


WILLIS JOHNSON 
1321 Kaw Avenue, P.O. Box 1398, 















e What can I offer my employees as extra incentives? Butte, Montana 
e What kind of records should I keep? Jj. L. MeCULLEY 
e What should my records tell me? 117 Trumbull Ave., S.E., P.O. Box 1342, 





Albuquerque, N. M. 


M. T. SWANSON 
1755 Glenarm Place, 
Denver, Colorado 





e What kind of promotions pay off and what do I do about it? 






e How can I teach my driveway salesmen to really sell? 





e What kind of advertising should I do myself? 







° ‘hi alificati » No. 2 mi ave? 
e What qualifications should my No. 2 man have WARNER TYLER 
e How can I get the most from my men? 1301 W. Belden Avenue, 
e Why should I keep my station so clean? Chicago, Ill. 









Which of tl eee ally j 2c K. R. WHITE 

. IGE Ss ICTS 1S eS CLE , res y y . nigel 

1ich of t in subjects Is especia y interesting ol iain onoco 836 Stuart Building, P.O. Box 393, 
Representatives can supply you with brochures covering these Lincele 1, Nebraska 
topics as well as any explanations which may be needed. Order }. G. WILLIS 

your copies now by writing to the Conoco Division Manager 301 East 51st Street, 

in the office nearest you. Kansas City 12, Missouri 
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Volume Production Gives You More For Your Money on 





NOW! COLUMBIAN Stockmodel Plan Offers) SFQOCK MODEL TRUCK TANKS 


li these j rtant features AT NO EXTRA COST! 
All these impo ‘ MASTER-CRAFTED BY 
®@ Double Bulkheads for mixed loads. Full flow 2” lines. 


® Weatherproof Cabinets with piano hinged doors. ( TORU IW 


@ Exclusive integral mounting directly beneath 
inside partitions. SINCE 1893 


® Smooth skin finish, unbroken lettering areas. : ; ; ; 
Now you can have the same money-saving, time-saving 
advantages of volume production on a Columbian Truck Tank 
@ Safety Deck Runboards, step and grip at front. that you get when you buy a standard truck chassis. For 
less money you can have the better design, more features 
and stronger construction which are built into every 
®New Modern Clearance Lights, wired Columbian Stock Model Tank. You don’t have to wait for it 

in elueioun conduits to be made to order — you can drive in your truck — have 

; it fitted with your choice of three sizes of tanks and 

® Light-weight Pressed Steel Life-Time Fill Plugs. the equipment you require...and drive it away. 


@ Oversize Bucket Box for hose, reel, meter, pump. 


® Hinged Bumper for easy access to faucets. 











Columbian has three popular tank sizes in stock ready 
for mounting 1,000, 1,200, and 1,500 gal. capacities 
. skirted, streamlined tanks master-crafted for years of 
New Automatic Rear money-making service. Metering and pumping equipment, 
Door; counter balanced hose reels, etc. are standard extras that can be quickly 
pool in gg added to suit your needs. 
permits one-hond opera- And because Columbian Truck Tanks outlast several 
+o lle XR a ee truck chassis, you’ll like the easy way your Columbian Tank 
can be quickly transferred to another chassis. 
<= 
;AMOUS Secaunaenas a.P0 SUPPORT Through volume production, tank-building know-how 
; and modern functional design, a 5-compartment stock model 
This sketch shows This sketch shows tank is yours for less when you buy Columbian. And 
pi gh — a only Columbian gives you exclusive three point support and 
strapped down tank =}, at an even keel on integral mounting ...extra values at no extra cost in 
must follow every no \\} any kind of road Columbian stock model truck tanks. 


twist of the A \ 
chassis frame ~< yw 


Write for Free COLUMBIAN OIL EQUIPMENT Catalog giving complete facts on stock and custom-built models 


COLUMBIAN Steel Tank Company .. b0x 4048-1 Kansas City, Mo. 


pd 
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New proof! Actual driving tests show 


TIRES MADE WITH 
SUPER RAYON 


WEAR UP TO 
26% LONGER! 


Now, there’s further proof that Super Rayon is 
And this 


will make a whale of a difference in your profits! 


the premium performance tire cord! 


Recent driving tests over actual roads, with 14 
drivers on the job, show that Super Rayon cord 
comparable tires made with the 
cord by 14 to 26%. With every 
variable factor carefully controlled, these tests 


tires outwear 


other leading 


TIRE RAYON 


show that tread on tires with Super Rayon wears 
longer. This superior performance is made possi- 
ble by the great dimensional stability of Super 
Rayon at driving temperatures. 

Such tests offer you further assurance of these 
. tor smooth, 


facts: for safety ...for long wear... 


quiet ride... you cant beat today’s rugged new 


Super Rayon! 


AMERICAN VISCOSE CORPORATION, 350 Fifth Avenue, New York 1, N. Y. 


CORD xX 


worn out at 24,000 miles 
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How Rockwell Remote Registration 
Can Speed Your Loading 


Automatic metering system permits complete tank 
truck servicing and accounting in little more than 
actual loading time. 


Tank trucks serviced from bulk stations fitted with Rockwell 
Remote Registration Systems literally drive in, fill up and 
pull out. Everything’s automatic from the time the driver 
enters an assigned bay, until he pockets his delivery ticket, 
dispatched via pneumatic tube from the station tower. 

Automatic metering with Rockwell Remote Registration is 
the heart of this streamlined procedure. Each Rotocycle meter 
in the loading bays is fitted with a transmitting register elec- 
trically connected to its corresponding printing register in the 
control tower. Gallonage measured by the meter is duplicated 
on the remote register’s printing head and the total is im- 
printed on an inserted ticket. The original ticket goes to the 
driver. Duplicate tickets are used for billing as well as for 
stock control, and for tax verification purposes. 

In addition to saving time, the Rockwell Remote Registra- 
tion System guards your plant’s security. Get full facts by 
writing Rockwell Manufacturing Company, Pittsburgh 8, Pa. 
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Rockwell automatic printing registers, 
selsyn-connected to Rockwell Rotocycle 
meters in the bays speed deliveries, 
simplify accounting. 
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Rockwell Rotocycle meter in loading bay dispatches its measurement to 
corresponding printing register in control tower. Register atop meter is 
for check purposes. 








Latest model Rockwell air eliminators and strainers assure smooth func- 
tioning accurate measurement. 


REMOTE REGISTRATION SYSTEMS 


another fine product by 


ROCKWELL 








More than 300 quarts per mi 


ee 


nute of Wolf's Head Motor Oil are filled using 20-Pocket M&S Filler. 


Another M&S Filler shown in background fills 5-quart containers. Installation located at Oil City, Pa. plant. 


Why FMC-MeS$ OIL FILLERS are known as 


“Standard of the Filling Industry” 


Actual comparison testing proves that M&S Positive Displacement Type 
Fillers provide the most profitable combination of the four ‘‘most wanted” 
filler features: 


1. 


High Accuracy. Exclusive pre- 
measuring principle of M&S Fil- 
lers insures consistent close-toler- 
ance filling for higher case yield 
per batch of product. 


. Low Maintenance, Rugged con- 


struction and precision engineer- 
ing of M&S Fillers assure long 
life and dependability under the 
toughest, heaviest production 
schedules. 


. High Speed Operation. The M&S 


line includes fillers in every speed 
range — equalling the speed of 
latest closing machines— with no 


Me 


FOOD MACHINERY 
AND CHEMICAL 
CORPORATION 


WESTERN: SAN JOSE, CALIF. 


sacrifice in accuracy. Built to han- 
dle U.S. quarts, Imperial quarts, 
5 quart and gallon containers. 


4. Waste-Free Filling. Such FMC 


“firsts” as the precision “No can 

No fill” mechanism assures pre- 
vention of product waste. Addi- 
tional features that are available 
include the combination chute- 
belt-worm timer for gentle han- 
dling of lithographed cans, 
banked can track for high-speed 
operation, and many other fea- 
tures that make M&S Fillers tops 
for fast, accurate filling. 


Putting Itdeas to 


Your FMC representative 
will gladly show you which 
M&S Filler Model is best 
suited for your oil filling 
requirements. Won’t you 
call him today? Or write 
for new M&S Oil Filler 


Bulletin No. CMD-701W, 


free on request. 


FOOD MACHINERY AND CHEMICAL CORPORATION 


Canning Machinery Division 


General Sales Offices: 


NATIONAI 


*« EASTERN: HOOPESTON, ILL. 
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Lift them all on a ROTARY ROLL-ON 


Exclusive new-design lift 
handles modern cars safely 


Rotary’s new long tapered runway flange is the greatest 
thing that’s happened to the Roll-On Auto Lift in years 


. .. evolved to keep pace with modern car design. 


It provides more undercar clearance than any other 
roll-on type construction. Even the lowest of modern 
low cars can be driven on this lift without danger of 


damage to muffler, gas line or other under-car parts. 


Yet there has been no sacrifice of strength. Engineered 


design of the Rotary Roll-On with its reinforcing steel 


Long (60”) tapered runway flanges give 
the Rotary Roll-On more undercar clearance 
than any other roll-on type lift. 


EXCLUSIVE 
SPRING-ACTUATED 
WHEEL CHOCK 

a few 


1S only 


Lift 


chock 


Rotary Roll-On 
floor 
position and locks. “The car 
lift. “Vhe chock is 
spring-driven 


When the 


inches off the this springs into 


can’t roll off the 


positive acting because 1's 
does not depend on gravity 
and will not mar the lube bay floor. This extra 
quality of design and construction is standard 


lifts 
every detail of their manutacture 


with built by Rotary and is apparent in 


box under the runways gives necessary rigidity to sup- 


port even the heaviest big car safely. 


And to make it an all-round lift, new runway width 
and spacing accommodate small foreign cars like the 
Volkswagen pictured above. 

To be sure lifts in your stations will handle future 
models as well as all present cars, specify the Rotary 
Roll-On 


lifts. Write for additional information. 


. built by the originator of hydraulic auto 


Rotary Lift Company 
Dwisior 
Memphis 2 


of Dover Corporation 
Chatham, Ontario 


r and freight 


Penn 
! 
} raulic auto lift 


First name in oil u 
lustrial liftir 














cunewnoener 


Never before has Chevy been so 


Here’s a truck specially designed As you can see, Chevy’s a honey of a truck this 
year, and that handsome, broad-shouldered 758 
to take to your kind of work like a appearance only hints at the host of new and 
improved features that are ready to put you 
duck takes to water! It’s Chevrolet dollars ahead in the years to come. Here’s a truck 
st F ideally suited for haulers in your line of work. 
for 58 with new hustle, muscle and In styling, for instance, Chevrolet for ’58 has 
what it takes to build your business prestige every 
day in the week: new dual headlamps, new 
massive grille, newly contoured hood, new cab 
beauty, to mention just a few innovations, 
And what workers these new Chevrolet middle- 


style that mean money in your pocket! 


weights are! There’s extra power to do more 
work faster from new, more durable V8’s. The 


ey NEW CHEVROLET 
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right for hauling petroleum products! 


heavy-duty Taskmaster V8 is standard in Series 
50 L.C.F. models and optional at extra cost in 
Series 60 conventional models. These engines are 
leaders in their respective classes for short-stroke 
efficiency, and they give you the economy and 
dependability benefits of high compression ratios, 
three fuel filters, chrome-plated top piston ring, 
roller-type timing chain and precision carbure- 
tion. Standard power for Series 60 models is the 
economy champ of the middleweight class, the 
newly improved 150-h.p. Jobmaster 6! 

High G.V.W.’s—up to 21,000 lbs. with heavy- 
duty options—assure big, profitable payloads. 
Heavy-duty options, including heavier front and 


TASK: FORCE 58 TRUCKS 
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rear springs, 7,000-lb. capacity front axle and 
16,000-Ib. capacity rear axle, enable new Series 
50 and 60 models to haul loads like heavy weights, 
yet provide middleweight truck economy. (Chevy 
leads the top-tonnage class, too, with new Series 
90 and 100 models offering G.V.W.’s up to 
36,000 Ibs. and revolutionary new Workmaster 
V8!) Other work-whipping Series 50-60 com- 
ponents include husky parallel-design frame, 
hefty rear axle and the proper springs and 
transmissions to meet your needs precisely. 
There are many such reasons why you'll want 
to see your Chevrolet dealer soon! . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 





Look to Milwaukee for: 


MOST MODELS... 
GREATEST SIZE RANGE 


MODEL P-901-U 
LEVER THROTTLE 
VALVE 
variety both 


MODEL P-546 
DOUBLE POPPET 
ANGLE CHECK VALVE 


This all-bronze,  full- 


Widest 
screwed and 


MODEL P-903 
SAFETY STOP VALVE 


All-bronze valve eliminates fire 
hazards and accidental losses at 
multiple dispensing remote pump- 
ing systems. Fusible link melts at 
160° F — shear section breaks un- 
der impact causing automatic clo- 
sure. Underwriters listed 


MODEL P-2032-R—-ALUMINUM 
HOSE NOZZLE VALVE 


Bulk delivery valve with full ca 
pacity flow — quick, positive clo 
sure. Three-speed, hold-open notch 
es; dual poppets and balanced 
dash pot control Brass of alumi 
num available 


MODEL P-519 
SWING CHECK VALVE 


Industry's most complete size range 
in screwed brass and flanged alu- 
minum models. Straight-through 
flow. Bronze, flanged type. Screw- 
ed cap, vertical seat, self-aligning 
check disc. 


capacity flow, surface 
extractor type valve has 
self-aligning swivel pop- 


flanged 
types in the industry. 
Quick opening, positive 
closure. Perfect seating. 


pets 
and 2-in 


Available in 1'/- 
sizes. 


Leading name 


more profit 


MODEL P-2010 
HOSE NOZZLE VALVE 


Recommended for aviation fueling. 
Twelve additional models available 
for filling station, bulk plant, farm 
use. Milvaloy nozzle body. Dual 
poppets and two-stage fulcrum lever 


THE MOST COMPLETE 


LINE 


Bronze Self-closing mod- 
els also available. 


in tank truck valves offers 
opportunities; here’s why: 
nee Milwaukee you can get exactly the right model 


You 


You're always 


and size valve for all tank truck flow-control 
to 


equipped to keep deliveries moving on a profitable basis. 


never have settle for substitutes! 

You'll like the quick-opening full flow — plus posi- 
tive shut-off... the built-in stability. Composition discs 
are impervious to gasoline or oil, leak-proof and long- 
lasting . . . quickly replaceable when necessary. 

And whether you select valves of Milvaloy, the strong, 
iughtweight alloy, or bronze construction —you'll bene- 
fit from more exclusive, cost-saving advantages 

Make Milwaukee (or Milvaco) valves your choice 
for all oil handling bulk plant, tank truck or filling 
station. The extra value — and knowledge that you're 
right pays big dividends! Write today for literature 


or see your nearest jobber or wholesaler 


OF PERMANENT QUALITY VALVES 


A subsidiary of Controls Company of America 


2379 South Burrell Street ® 


Milwaukee 7, Wisconsin 
0-564 


NATIONAL PETROLEUM NEWS °¢ February, 


R 


1958 





You get 


widest 
container 
wariery 


From 2% gallon pails to 55 gallon drums — including stainless — U.S. Steel offers the widest 
bulk container selection of all. Chances are there’s a container here that’s best for your needs. 
Your U.S. Steel representative will be glad to help you select the right one. 

Profit from all 5 of these U.S. Steel extras, too: 


@ Eye-catching containers — your containers not only ship your product, but advertise 
it, too — when color-decorated by U. S. Steel. 
@ Best rust protection—there’s more zinc phosphate on every USS rust-inhibited container UNITED STATES STEEL P RODUCT ) 
© Prompt container delivery — a 7-point factory system gives you next-door service atctintia hia 
anywhere — any time. UNITED STATES STEEL CORPORATION 
Personalized container service — your U.S. Steel salesman makes it his business 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y 
to understand yours — to help you get the right containers for your needs. Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Longer container life — extra zinc phosphate gives your containers a safer, longer Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J 


- USS STEEL DRUMS @® 


U NITE OD S$ TA TES S$ TE @t 
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Valvoline 
merchandising 
program 

aids jobbers 


100 POUNDS J 


AVOUNE 


— 36,000 MILE GUARANTY 
sas A iti-purpost PROGRAM PROMOTES SALES 


R LUBE 





X-ALL ee ' — ee 
sesneuue Valvoline is expanding their jobber distribution system 


GUN GREASE | . . . but does not rely only on its 90-year reputation for 
QUALITY to open doors for jobbers. 

Strong selling tools have been developed to aid and 
work with the jobber in selling new accounts. A 36,000 
Mile Guaranty Program is being successfully used by 
many Valvoline Jobbers to increase new car dealer 
sales. This guaranty protects every Valvoline lubricated 
part in the car for 36,000 miles or a 24-month period. 
This is a powerful sales program that has provided job- 
bers with a selling-edge in selling Valvoline products to 
car dealers. 


oe. 





MINIMUM INVENTORY PLAN GETS DEALERS STARTED... 


A “‘starter’’ order plan helps the jobber to get their * 100 lb. — X-All Grease 
foot in the door with smaller dealers. ¢ 100 Ib. — X-18 Grease 
This Program will help YOU to get the “‘little’’ dealer 


lled the Mini 1 Inventory Plan, the program : : peste A 
sntaiaintliatiaiammamaatiaai y : iis started without having to ask for a big initial order 


specifies: NYRI D . 
anid that could ‘kill’ the sale. In this way the dealer can 


* 1 Case — All-Climate Motor Oil build his Valvoline sales volume without feeling 
¢ 1 Case — Valvomatic (Auto-Transmission Fluid) ‘pushed’, 


Let Valvoline Work With You Write TODAY for details on the 
To Build More Sales! Valvoline JOBBER SALES PROGRAM! 


ALVOLINE 


OIL. COMPANY + FREEDOM, PA. 


Division of 


Ashland Oil & Refining Company 
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The quality of Bennett craftsmanship is evidenced 
by the infinite attention to detail exemplified by 
this Strainer Screen. 

Heavily reinforced to prevent collapsing and 
damage to other parts, the Bennett Strainer is made 
with an ultra-fine Monel screen. It is particularly 
accessible and designed for easy cleaning. 

The meticulous attention given to the design, en- 
gineering and manufacture of every part, provides 
the traditional year-in and year-out low maintenance 
cost for which Bennett pumps are world famous. 


JOHN Woop COMPANY * Bennett Pump Division, Muskegon, Michigan 


IN CANADA: JOHN WOOD COMPANY LIMITED ° Toronto + Montreal * Winnipeg * Vancouver 





The Standard tor Comparison 


Model 56 


Fleet Jr. 
Model 256 


Illuminated Oil 
Merchandiser 


Model 246 
. AWTH Islander 
Model 248 ; F e 
AWC Islander \ g 
with Cash Box Model 32 
i Hose Reel 
Model 98 
Tireflator 1s 
Model 244 


AWT Islander 
Model 789 


Fleetmeter Pump | 
with Ticket Printer Model 656 


Highboy 


Model 2008 G 
“Big G” 
> *» Model 100 BMF 
Transfer Pump Grease Dispenser 


Model 506 
Barrel Pump 


Oil marketers know and appreciate the vast 
margin of safety built into the Bennett fam- 
ily of dispensing equipment—the margin of 
safety in engineering and fine workmanship 
that assures users of day-by-day, year-in- 
year-out dependability. 


Built to the world’s highest standards of 
quality, Bennett-Eco products also give users 
that EXTRA margin of safety that means 
lowest maintenance cost—and may mean the 
extra margin called profit. 


JOHN WOOD COMPANY . Bennett Pump Division + Muskegon, Michigan 


District Offices: Albuquerque « Atlanta « Baltimore * Boston * Buffalo * Charleston * Chicago * Cleveland « Dallas * Denver © Detroit 
Kansas City * Los Angeles * New Orleans * New York « Philadelphia * Pittsburgh * Rochester * Salt Lake © Seattle « St. Paul « San Francisco 


IN CANADA: JOHN WOOD COMPANY LIMITED «© Toronto + Montreal » Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘“‘WOODINTER” 





Ready now =new catalog 


describing Bucksyes complete line 
of refueling equipment for... 


overwing refueling... 


Also No. 8385 Non-Drip Oil Servicing Nozzle 


i , No. 9162 
4 Overwing Fuel 
| Servicing Nozzle 


No. 4092 
Underwing Fuel 
Servicing Nozzle 


underwing refueling... 


Also No. 8718 Aircraft Pressure Fuel Servicing Adapters for underwing refueling 
e-..... rd 


No. 4092 FC 
Underwing Fuel 
Servicing Nozzle #g> ¥ 


hydrant systems 


No. 13200 Hydrant Emergency Valve and Adapter fo tomatic shut-off i 
y gency Valv pter for automatic shut-off service No. 40938 


Hydrant Valve 


No. 4096 
Hydrant Adapter 


ee ee ee ae 


BUCKEYE IRON & BRASS WORKS N 
Box 883, Dayton, Ohio 


Get your free copy of Buckeye’s new catalog prepared espe- 
cially for aircraft refueling. It’s available now! 


| 
| 
— NAME ; | 

QUALITY PRODUCTS Spe company 

FOR THE AVIATION INDUSTRY ond rime | 
| 


DDRESS 
These and other Buckeye aircraft refueling valves é 


are described in full in our new Aircraft Catalog. 
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Speed Up Service! 


Go modern with ARO a 


Worn-out lube equipment ties up your lifts... 


THE ARO EQUIPMENT CORPORATION 
GENERAL OFFICES—BRYAN, OHIO e@ Plants at Bryan and Cleveland, Ohio 
Aro of Colif., 3141 S. Grand Ave., Los Angeles 7, Calif, 

Aro Eavioment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


ARO LUBRICATION EQUIPMENT 


Automotive—Farm 


wastes manhours... cuts your profits. 

Get up-to-date in ’58 with ARO! Overhead reels help 

save space .. . increase efficiency . . . cut labor costs 
. step up profits! ARO overhead service for 

chassis, gear, A.T.F., motor oil, water and anti- 

freeze. ARO styling helps you merchandise 

to your customers. From hand guns to 

overhead reels, get ARO-engineered de- 

pendability. See your ARO jobber now! 


Get the ARO Exclusive 
10,000 Lube Job WARRANTY 


ARO warrants the AL-207 Air Motor to be free from 
defects in workmanship and materials for 10,000 
lube jobs or 3 years, whichever occurs first, from 
date of purchase. 
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NEW DOW MOVIE 


gives tips on tractor cooling system care 


We went right to the experts about farm 
operation—lIowa State College—to have them 
film this useful story, the best of its kind, on 
tractor cooling systems. At Iowa State, Dale 
Hull, Agricultural Extension Specialist, volun- 
teered to advise and participate in this pene- 
trating film. 

The underlying theme of this twenty-minute 
movie is the fact that much tractor horse- 
power, pep and all-around top performance 


depends on the cooling system. Its entire 


operation is discussed—illustrations show the 
interior and various essential parts—and even 
what can happen if it’s neglected. 


“Hold Your Horses” 


20-minute film 
Full color 
Immediately available 


This is one of the first films of its kind. We 
feel that you will agree that it will serve a 
vital purpose in further educating our farm 
population on the necessity of cooling system 


care, 


Nation-wide Distribution 

To insure greatest value from this film, it will 
be distributed through Modern Talking Pic 
tures Services, Inc., The National Farm Film 
Foundation and college film libraries at Cor 
nell University, Michigan State 
Ohio State University, Lowa State 
and Oregon State College. 


University 
College 


eel 





CHEMICAL COMPANY, MIDLAND, MICHIGAN 


1958 * NATIONAL PETROLEUM NEWS 





“THE STORY MUST MEAN 


dollars to the reader” 


Editor Frank Breese applies this yardstick to all proposed 
editorial material for NATIONAL PETROLEUM NEWS 


To cover the meetingest segment of the oil 
industry —the marketing group— Frank 
Breese spends more than 39% of his working 
time in the field. 

Frank serves: ““Men with dollar signs in 
their eyes.” They work for major brand 
companies, independents . . . handle motor 
fuels, lubricants, tires, batteries, accessories 
—and more. They plan, manage, sell, own, 
compete—they are the industry. 

In Frank’s own words: “NATIONAL PETRO- 
LEUM NEWS must contain articles that are 
more than interesting —more than historical! 
Trends, announcements, pictures are not 
enough. Every line of editorial matter must 
help to increase efficiency and profits for our 
readers. This is why we apply the profit 
yardstick to our stories.” 

After graduation from USC, Frank cut his 
teeth with local newspapers, followed it by an 


1 1-year stretch with UP in New York and as for- 


eign correspondent in Argentina and Europe. 
In 1948, he began working for NATIONAL 
PETROLEUM NEWS in Los Angeles, became 
West Coast Editor in 195] and Editor in 1954. 
jacking Frank is a staff of highly qualified 
editors. They are in constant touch with the 
men who make industry news: from area 
salesmen to general sales managers, from 
marketing vice presidents to jobbers and 
commission distributors. They all report the 
“what” in new profit factors to the industry. 

Legwork and writing stories keyed to 
reader interests are the identifying traits of 
all MeGraw-Hill editors. That is one of the 
major reasons why men who make buying 
decisions for industry rely on McGraw-Hill 
magazines to tell them what is new. Con- 
centrating your advertising in one or more 
of these magazines serving your major 
markets is the most efficient way to reach 


your prospects. 


MeGraw-Hiill Publications 


McGraw-Hill Publishing Company, Incorporated 


330 West 42nd Street, New York 36, New York *X 


s 
Surat 
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Checking on the latest service techniques, Frank makes on-the-spot observations at the Ley 
Oil Company dock, Port Washington, \. Y., to get barge captain Mike Severtsen’s views, 
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NEW_THINKING 


THIS SALE 


it ToTo} IN 


TOTAL GALLONS 


[ols}% 


PRICE PER GALLON 


‘o) () 


laat-el-mehy 
4 =P] 3 ol eoleous 


Lite is made easier for the man at the pump (and his 
customer, too)... by this improved Veeder-Root 
Computer that has more skills built into it. Look at these 
features: Faster, easier resetting with controlled reset 
cycle... Fewer parts for easier, faster maintenance 

... More protection for totalizers .. . Larger figures 
and improved lighting for easier reading. All these 
improvements are proof of Veeder-Root's continuous 
effort to make the ‘‘Head for Figures'’ more easy 

to use and maintain. 


Watch for more news from Veeder-Root. .. where the 
objective of every working day is to help the gasoline 
pump industry render better, more dependable service. 
to service stations and their customers. 


VEEDER-ROOT INCORPORATED 


Hartford, Conn. ¢ Greenville, S. C. 
Chicago * New York ¢ Los Angeles 


San Francisco * Montreal 
Offices and Agents in Principal Cities sh Wee 


Y 


a 


EEDER-Feoor 


“THE NAME THAT COUNTS” 
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o>» TO MAKE IT SHINE 


STOP ON A DIME 











can with CROWN 


Polishes or brake fluids... any automotive accessories 
in self tacking can you can with CROWN quality 
containers for every product. Thi K’’-style can is 
widely used for automotive products and household 
pecialties. Retailers enthusiastically endorse its per 
fect stacking design that eliminates shelf damage and 
keep di play neat and attractive. Stock lo by 
breakage is eliminated 


Thi I tvle, self-stacking can is another CROWN 
first typical of the highly specialized service 
CROWN offers their customers. ‘These services include 
engineering assistance, package design, and the facil- 
ities of the world’s most modern lithography equip- 
ment Plant and ofhice im 18 trategu lo« tions. 
Write for CROWN brochure on “F’’-style can 

. Crown Cork & Seal Company, Can Division, 
9342 Ashton Road, Philadelphia 36, Pa. 


whatever you can... call on 


CROWN CORK & SEAL COMPANY, INC 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 
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GRANCO DUO ROTORS 


Over 100 ‘Field-Proven’... 
many with over three years’ service! 


More than 1% billion barrels of petroleum products 
have been metered through GRANCO Duo Rotor Meters to 
date. Capacities offered far in excess of any other single meter 
in the field! 


@ TWIN TURBINE DESIGN guarantees ACCURACY — 
Straight-Line Flow Assured. 


RUGGED FIELD UNIT designed for DURABILITY — 
trouble-free operation. 


LOWEST PRESSURE DROP. 
PIPELINE SIZE — easy to install. 


GRANCO REMAUTOBRATION* 


@ integral metering assembly can be remotely calibrated. 


@ Turbine unit interchangeable without disturbing pipe- 
line ...no handling equipment required. 


*Remote Calibration for Automation 


Service at your fingertips... 
installation of calibrated 12” Duo Rotor Assembly, BY ONE MAN 
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Revolutionize Metering Capacities up to 


40.000 BPH! 


CO 


14 
MODELS 


CAPACITIES 
FROM 
100 GPM 
to 40,000 BPH 


D28-30” 
| Counter Below Eye-Level. 


PIPELINE SIZE...Easy to install 


Send for full information on 

this latest development in the 

Petroleum Metering Field! 
Write direct to... 


GRANCO ACCESSORIES 


10” Balanced Pre-Control Valve—LARGEST AVAILABLE! 
@ Finger-tip opening 
®@ Positive, soft-closing action 


@ Speed of closing adjustable—eliminates line shock 


EXCLUSIVE, Temperature-Viscosity Compensator 
@ Assures complete control of volume handled 
@ Corrects counter reading for any change 


in temperature or viscosity of product 


| (GkSRGD)) METERS and PUMPS 


\s J Manufactured by GRANBERG CORPORATION 
1308 SIXTY-SEVENTH ST. © OAKLAND 8, CALIFORNIA 
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COLORS 


FOR PETROLEUM 


tn fluid form 


DYE CONCENTRATES* 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


REDS BLUES 
PURPLES GREENS 
YELLOWS BLACKS 
BROWNS ORANGES 


FLUORESCENT COLORS 
FOR CLEANER EASIER COLORING OF 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates Samples and 
can be prepared fA description 


to customer i : upon 
MANUFACTURERS OF DYES AND CHEMICALS 
request. 


FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 
*Patent Pending 


specifications. 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


ae i) ee ot ©) —9 Sr. 2 OO] Mo), Sore]. i ae 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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roy Oil Company SPEEDS LOADING 
with new facilities! 


Additional MARLOW PUMP 
cuts loading time 
more than 60% 


Keeping some 30 trucks on the road, where 
they make money, sometimes strains loading 
facilities and even driver’s tempers when the 
weather's cold. That, plus a desire to improve 
customer service are the reasons why Troy 
Oil Company of Indianapolis, Ind. recently 
added new tanks and pumping equipment 
to bring their total storage capacity to more 
than 800,000 gallons. The new loading rack 
is powered with a Marlow pump that in- 
creases the loading rate from a previous high 
of 250 g.p.m. up to 700 g.p.m. 


First Marlows Added In 1949 


In 1949, Troy Oil Company replaced their 
rotaries with four Marlow self-priming cen- 
trifugal pumps. The efficiency and perform- 
ance was so excellent that in 1953, when 
additional capacity was added, another 
Marlow was purchased. Storage facilities 
were then over 237,000 gallons. 


Loading Rate Jumped to 700 GPM 
Troy Oil's current expansion program was 
designed and engineered by Indiana Oil 
Equipment Company of Indianapolis. The 
new set-up uses 6” suction lines pumping 
into two 3” loading systems. Fed by a Marlow 
25 hp Model 3XSC, loading is now at rates 
of up to 700 g.p.m. This loading increase is 
important in increasing profits since it cuts 
waiting time in the yard. 


Trouble-Free Pumping Service 
The four original Marlow 34EL’s and 38EL’s 


have operated efficiently without service in- 
terruption since 1949. The Marlow 32HEL, 
installed four years later, has given the same 
dependable, trouble-free service. All five 
units maintain their original factory efficiency 
throughout their entire use because there's 
no metal-to-metal contact in the pumps to 
wear. 

Marlow builds a complete line of self-priming, 
centrifugal pumps for every petroleum pumping 
application in bulk plants, delivery trucks and 
transports. Call your Marlow equipment distrib- 


utor today for complete information or write 
direct for Bulletin PM-06. 
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DIVISION OF 


WFAA | BELL & GOSSETT CO. 


PUMPS MIDLAND PARK, N. J. 


Morton Grove, Illinois Lonaview Texas 
In Canada: Pumps & Softeners Ltd., London, Ontario 





“I wanted security, and got it with Texaco, 


says Dan Couget, money-making Texaco Dealer in New Orleans, La. 


“It happened this way: Seventeen years 
ago I made the most important decision in my 
life,” says Dan Couget, operator of a highly 
successful Texaco station. 

“T wanted to get my own business, and I 
asked Texaco for a dealership. I had the feel- 
ing that working for yourself sure beats work- 
ing for a boss. 


“Tt has paid off for me, just as it has for 
many other Texaco Dealers I know. Texaco 
helps you get started and then treats you right. 
Then we have another edge. There are 38,000 
Texaco Dealers over the country. When their 
customers travel, they stop at Texaco stations 
along the way. That’s why I make extra take- 
home money from out-of-town motorists.” 


PROSPEROUS BOSS: Dan Couget, coming home for lunch from 
his Texaco Service Station, greets his wife and son. 


li 





NATIONAI 
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“THIS IS THE LIFE,’’ says Dan, shown relax- KEY TO PROFITS: “I found that getting a Texaco dealership, 
ing in his comfortable home. Starting from with top quality products to sell, was most important to my suc 
scratch as a Texaco Dealer in 1941, today he cess,” says Dan. “Also the prestige of the Texaco name in : 18 
has a fine car, a house and money in the bank. states. From there on, it was a matter of giving good service and 
He plans to send his son to college. carrying out the sound management policies worked out by the 

“But the best part of it is the satisfaction of Texaco people. Any man who wants to have his own business and 
working for yourself — being your own boss real security, ought to investigate the advantages of becoming a 
and knowing you have a solid future.” Texaco Dealer. I’m mighty glad I did.” 


Prosperous Dealers insure 


Suceessful Distributors 
6 reasons why both prosper with Texaco 


The best petroleum products, known and accepted by car 
owners in all 48 states. Continuous research and development 
insure that TEXACO will always have outstanding product 
The best and biggest national advertising program . . . con- 
stantly selling TEXACO Dealers to car owners everywhere 
The best point-of-sale promotion material to help bring cu 
tomers in and bring them back! The best customer credit 
card—in fact, the only petroleum credit card honored unde) 
one sign in all 48 states ... and in Can- 
ada, too. The best retailer policy 
TEXACO doesn’t compete with its deal 
ers... cooperates with them in the 4 
marketing of nationally-advertised TEXACO 
and accepted TBA products. The best 

opportunity to cash in on “touring” 

business all year— because TEXACO cu 

tomers at home like to stop at TE XACO 

stations when on the road. This mean 

you have 38,000 other TEXACO Deale) 


helpit vy vou 
THE TEXAS COMPANY 


A SOLID FUTURE 


xaco Dealer. P1 


be an opportu 
I 


Texaco Div 


DIVISION OFFICES: 
Butte, Mont Ch 
lex Ir nal 


\ 


w Orlea 16,1 
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BRUNRER 


SINCE 1906 


GARAGES, REPAIR SHOPS, 
SERVICE STATIONS DEPEND ON 


BRUNNER AIR COMPRESSORS 


AIR FILTER CIEANER 
AIR HAMMER 

BODY POLISHER 
BODY SANDER 
BRAKE TESTER 
CARBON REMOVER 
CAR ROCKER 

CAR WASHER 


CHASSIS PUMP, HIGH 
PRESSURE 


DISPENSING PUMP 


ENGINE AND GEAR Olt 


DUSTING GUN, FOR 
PARTS CLEANING 


ENGINE CLEANER, 
SPRAY GUN 


FENDER HAMMER 
FILE AND SAW 


GREASE GUN, HIGH 
PRESSURE 


HOIST, 1-TON 3 
LIFT, 4-TON CAPACITY 


ar service 


~~ 


to Operate 
PAINT SPRAY GUN, 
PRODUCTION 


PAINT SPRAY GUN, 
TOUCH-UP 


PNEUMATIC GARAGE 
OR 


RADIATOR. TESTER 
RIM STRIPPER, FOR TIRES 
SPARK PLUG TESTER 


, SPARK PLUG CLEANER 


SPRING OJLER 























TIRE CHANGER 

TIRE INFLATION LINE 

TIRE SPREADER 

TRANS. AND DIFF. FLUSHER 

UNDERCOATING POWER 
GUN 


UNDERCOATING SPRAY 
GUN 


VALVE SEAT GRINDER 








Let the Brunner Specialist in your 
area help you select a “just right” 
air compressor for your operation 
from the complete Brunner line. 
Horizontal, vertical or remote tank 
jobs for “stop-start” or continuous 
run operation. H.P. range from “% 
through 50. Famous Brunner ‘'slow- 
speed” design cuts wear of moving 
parts for longer life. 


Rely on Brunner for dependable 
compressed air service for all jobs. 


Write for catalog. 


i 


~*~ 2 
L$ 


iM) 


int yo 
i 
tN.) 


~*~ 


BRUNNER DIVISION 


DUNHAM.BUSH, INC. 
UTICA, NEW YORK 


WEST HARTFORD. CONNECTICUT 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 
RIVERSIOE, CALIFORNIA + 


SUBSIDIARIES 
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The Fixture That Was BEST 
Is Now Even BETTER...! 


With NEW Plexiglas Panels 
Gives 11.44% More Light 


Every Royal-T fixture shipped now has 11.44 
more light output! This high-level illumination is 
the result of new Plexiglas panels with less den- 
sity, transmitting more light and making greatest 
use of total available light. The popular sine-wave 
panel form is retained for optimum diffusion, and 
lamps are still invisible behind the panels. 

Guardian makes this new feature available at 
no increase in prices. It means greater value per 
fixture — greater savings in wattage consumption 
— more for your lighting dollar. 


Az) 


NATIONAL PETROLEUM 


GUARDIAN 


500 NORTH BLVD., 


Everything about the Guardian Royal-T design 
remains the same —functional beauty, adapta- 
bility to either island or area lighting, strength, 
rigidity and durability. It’s the station opera- 
tor’s answer to beauty, efficiency and economy 
wherever the best in lighting fixtures 
is required 

Get the whole story on this pace 
setting “‘first’’ by Guardian (Series 
2000RS, individual or continuous 


write for bulletin B26. today 


ightcompany 


OAK PARK, ILLINOIS 





l.oad! 48 inches from bumper to back of cab 
You haul up to 224 cubic feet more legal pay 
load — more than any other truck in its weight 


class — from city to city or coast to coast. 


Lift! New pushbutton hydraulic lift tilts cab 
in less than 30 seconds. There’s matchless en 
zine accessibility. Service is easier, faster. You 
cut maintenance costs and down time 


(,0! New V-8 power. Three all-new, all-truck 
V-8's to 257 hp.—up to 45 horsepower more 
than any other make. The payoff: more go with 
less shifting, tight-fisted economy, longer life 


ok! New visibility. See down 26 inches from 
bumper through two lower windshields for 
safer and easier city driving, plus high over 
traflic vision. 1,708 sq. in. of forward vision! 


® 
INTERNATIONAL HARVESTER Company, CHICAGO 
Motor Trucks * Crawler Tractors 
Construction Equipment * McCormick® 
Farm Equipment and Farmal!l® Tractors 


cost records 


NEW... 


10% more payload capacity! 


Shortest tilt cab, only 48 in. 
bumper-to-back-of-cab! 


Unique new visibility! 


Haul bigger payloads today 
and in the future! Definite 
trends call for a completely 
different type of truck for 
profitable over-the-road 
hauling. Here it is—the new 
INTERNATIONAL® Sightliner! 


With the 48-inch bumper-to- 
back-of-cab dimension you 
can pull the longest trailers 
or combinations, and oper- 
ate with dromedary units. 
You get increased front axle 
loading, too. The short 
28-inch bumper-to-front-axle 
dimension gives you maxi- 
mum gross payloads under 
bridge formula restrictions . . 
everything for the biggest 
payloads and biggest profits, 


The INTERNATIONAL Sightliner tilt-cab tractor. 


GCW 50,000 to 65,000 pounds 


Fleet 


International 


prove 
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Trucks cost least to own! 
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BIGGEST NEWS 
BLUE SUNOCOS 


Fuels to fit 
every car from one _ | CUStom Bian - 
, " ed 
automatic pump 


TOTAL SALE 


9, ®. 9, 


Plus these benefits 


Each Sunoco dealer has an 
adequate territory, with no 
crowding of Sunoco outlets. 
The average Sunoco dealer 
outsells his average competitor 


by 75%. 





With Sun’s pioneering “Dealer 
Development Program”’, pros- 
pective dealers earn while they 
learn. In conference sessions 
later, dealers may discuss their 
problems with sales manage- 
ment. 





And more 


Sun does not supply gasolines 
directly or indirectly to un- 
branded jobbers or unbranded 
stations. 


Sun does not duplicate its mar- 
keting operations by serving 
dealers both directly and 
through branded distributors 
in the same area—no dual dis- 
tribution ! 





SUN OIL COMPANY, Philadelphia 3, Pa 
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IN MOTOR FUELS 
Custom Blending 


Sunoco’s revolutionary new system of tailored fuels is on 
its way. It will put Sunoco dealers head and shoulders above 
all competition with its exclusive marketing advantages. 


February. 1958 + 


Within a few months Sunoco dealers 
will be selling six grades of gasoline 
automatically blended by one pump. 
Sunoco’s new exclusive pump blends 
the fuel to fit the car. 

These fuels range from the highest 
octane anywhere at regular gas price 
(Blend 200), all the way up to the 
highest octane available anywhere at 
any price (Blend 260). 

This revolutionary new system of 
blending fuels will give any car full 
knock-free performance at price ad- 


vantages no two- or three-grade sys- 
tem can match. Motorists buy only 
the quality and octane level they 
need...pay only for the quality 
they use. 

Custom-Blended Blue Sunoco fuels 
not only satisfy the demands of older 
model cars and brand new cars, but 
will satisfy the cars of the future as 
well. Whatever the years ahead may 
bring in engine developments, Sunoco 
dealers will be fully equipped to meet 
competition. 


BLUE 


CUSTOM BLENDED 
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MOTOR FUELS 





» Always change the valve 
when mounting new 


tubeless tires 





Every time you install a new tubeless tire, be sure to install a 
new Schrader valve, too. Protect your customers’ driving safety 
and the reputation of your tire’s brand name with a new Schrader 
valve. Make this simple service a profitable “must.” For full, 
built-in mileage over the entire life of a tire, the valve should 

be as new as the tire. 








Tubeless business—changeover, repair, replacement—is growing 
every day. Be ready with complete Schrader service. 


A. SCHRADER’S SON °* Division of Scovill Manufacturing Co., Inc. 
BROOKLYN 38, NEW YORK 


® 
Sdyeder FIRST NAME IN TIRE VALVES 


initiate FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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Creneral Mlotors 


launches a vital new program 


to make America’s highways safer after dark 


ON THE NEXT TWO PAGES you will see one 
of the most important messages ever published by 
General Motors. It coneerns the safety of every 


man, woman and child who rides in cars at night. 


The problem that confronts us all is a serious one. 
It centers in these three vital yet little-known facts 
which have been reported by national safety and 


research organizations: 


1 Three times as many fatalities occur after dark 
as during daylight hours, in proportion to 


mileage driven. 


a lp to 80°C of the light needed for safe driving 
vision is lost when headlight aim is too high, 


low or offside. 
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Vore than half of all ears on the road today 
have headlights whieh are NOT aimed aceu 


rately and safely 


Something must and can be done to correct thi 
situation. In the interest of publie safety, General 
Motors has developed a program to public ize the 
need for headlight aiming and to make it easily 


available to all motorists through your cooperation 


The success of the entire program the saving of 


countless lives depends Upon con crentious and 
convenient headlight) aiming service. | earnestly 
vou will do 


hope 


your part 


jtolee /) Cetin 


PRESIDENT 














DRIVER'S HEADLIGHTS AIMED TOO LOW 





DRIVER'S HEADLIGHTS AIMED CORRECTLY 


A public service HEADLIGHT AIMING 
RICH REWARDS FOR YOU! 


safety. During March and April, a $100,000 AIM TO LIVE safety 
slogan contest will stimulate added interest. Participating dealers, 
garages and service stations will be given supplies of AIM TO 
LIVI display material and contest entry blanks at no cost. 


lhe photos above show a major reason why highways are so much 
more dangerous after dark —over 50° of all drivers are losing up 
to 80°. of the light needed for safe vision because their headlights 
aren't aimed right. We in the automotive industry can help save 
thousands of lives by (1) educating the public to the need for accu 


ite aiming, and (2) making it easily available at reasonable cost. 


GENERAL MOTORS AIMS TO DO TES PART by sponsoring 
this educational AIM TO LIVE program. A nation-wide magazine 
television and publicity campaign, now getting under way. 1 
telling practically every American motorist: how headlights get 


out of aim and why they should be re-aimed twice a year for 


HOW YOUR CUSTOMERS 
BENEFIT WITH 


MODERN 
HEADLIGHTS 





ONLY YOU CAN FINISH THE JOB! All this educational 
effort will do little good unless we make it easy for drivers to get 
their headlights aimed right, and remind them when their cars are 
heing serviced. That's where you come in! This is a great new oppor 
tunity to perform a vital service for your customers and increase 
both their goodwill and your income, by checking their headlight 


iim as regularly as their brakes. 


_@ These three aiming 5 
4 into the lens 

and dual type 

curate headlight 

broad daylight 

Modern headlamps give n 
f r 


light than those built be 


They distribute it for safer vision. 
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PROGRAM... .with 


low cost 


IT’S EASY TO DO YOUR PART 
mechanical headlight 


(1) Get 
already 


a new 


aimer if you don't have one. It 
simple to use, takes up no extra space and quickly aims all modern 
platform-lens headlamps without even turning them on. (2) Train 


your men to use it right. Anyone can learn how in justa few minute 


MEANS BUSINESS! You'll find more than half 
headlights right 
headlamps should he rec he ked twit ea year. 


AIM TO LIVE 
your and ali 


adds up 


of your 


customers’ need aiming now 
‘| his alone 


Many 


with modern 


to a lot of potential for you, but that’s not all. 

customers should replace their obsolete headlamps 
type that can be quickly 
alot of 


platform lens and accurately aimed and 
give 15°° more light. That means eplacement business too! 
ind more motor 


this AIM TO 


you h ive 


NOW IS THE TIME TO GET READY! Mor 
ists will be asking you to check their headlights as 
LIVE gathers So make 


adequate supply of modern replacement headlamps, 


program momentum, sure in 
accurate 
and men who ean use it right. If you have not 
already been contacted directly, call 


Motors dealer or AC. Guide Lamp Supplier for full details 


aiming equipment, 


your authorized General 


The Nation's Newest, Most 
Important Highway SAFETY CAMPAIGN 


will reach over 100 million Americans via 
national magazines, Sunday newspaper sup- 
plements, television, publicity and displays! 


SOSH EHE EEE HEHEHE EEES 


CHECK HEADLIGHTS REGULARLY 
AIM THEM ACCURATELY FOR SAFETY 


CHEVROLET © PONTIAC «© OLDSMOBILE e 
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BUICK e 


Crener 


CCC HSE EEE HEHEHE ES 


COCR EHH HEE EEE 


CADILLAC e¢ GMC TRUCK GUIDE 





For Today Most Complete Line of Quality 


x C4 


Lightweight 
Driving Tandems 


“MNUIETO 


Whatever your requirements for highway or off-the-road-equipment... 


Timken-Detroit offers you a full line of torture-tested axles and brakes, both 


proven by almost 50 years of field testing and laboratory research! 


Timken-Detroit manufactures today’s most 
complete line of driving, trailer and front 
axles, plus brakes and gear boxes... with 
a full range of capacities in each product 
line. 

As a prime supplier to this nation’s auto- 
motive industry for nearly 50 years— 
Timken-Detroit has learned the exacting 
needs of the trucking industry. The result: 
TDA” Axles and Brakes mean leadership in 


Plants at: Detroit, Michigan 
Oshkosh, Wisconsin * Kenton and Newark, Ohio 
New Castle, Pennsylvania 


TIMI.EN 
AXLES 


TIMKEN- DETROIT AXLE DIVISION 


ROCKWELL SPRING AND AXLE COMPANY 


DETROIT 32, MICHIGAN 


Pals 4 yy Standaca | 


quality, service, safety and dependability. 
Today we are manufacturing the in- 
dustry’s most complete line of front axles 

.. ranging in capacity from light commer- 
cial vehicles to the heaviest off-highway 
applications. 

An example of the engineering features 
and superior quality built into every 
Timken-Detroit product is the F-900 Front 
Axle shown below. 





Single Driving Axles 


hoe 


P Produc Of P Produc Of 


Medium and Heavy-Duty 
Driving Tandems 


Spring and Axle (o, 


TIMKEN-DETROIT FRONT AXLES OFFER 
YOU GREATER STABILITY, SAFETY AND SERVICE! 


You get better vehicle performance—under all 
conditions — with the F-900 Series Front Axles. 
Superior Timken-Detroit design and construc- 
tion features give you front end stability — 
maximum strength and balance. 

These improved Front Axles reduce driver 
. hold the driv- 


. offer greater maneuverability 


fatigue ... make steering easier 
ing path better 
...and contribute to increased vehicle life and 


superior performance, 


Forged Axle Centers of high carbon steel are 
specially hardened for greater strength. The 
unique ‘“‘Equalized-I” design between the spring 
pads provides uniform resistance to both horizon- 


tal and vertical forces. 


Forged Knuckles of Alloy Steel are hardened for 
best metallurgical characteristics . . . are of im- 
proved design with large size spindles. A generous 
fillet where the spindle joins the knuckle body 
gives additional stiffness. These design features 
along with shot peening assure utmost strength. 


Forged Steering and Tie Rod Arms are also of 
alloy steel and hardened. Stub arm design with 
carefully proportioned sections give these arms 


extra stamina and rigidity. 


True Sphere Ball Studs in steering and tie rod 
arms have generous radii for maximum strength, 
and are induction hardened for long wear. 


WORLD’S LARGEST MANUFACTURER OF AXLES FOR TRUCKS, BUSSES AND TRAILERS 





Gate 


116 


On-the-job performance records 
prove Gates Dock Hose assures lower load- 
ing and unloading costs on docks from 
coast to coast. 

Flere’s why: 

Every length of Gates Dock Hose is 
made to order—built by skilled craftsmen—to 
assure the uniformly high quality this rugged 
service demands. 

Multiple high- 
tensile fabric, reinforced with spiral windings 
of steel wire, produce a hose that will withstand 
maximum suction and working pressures up to 


plies of light-weight, 


200 pounds psi. 

Fitted with any desired type of steel, 
bronze or aluminum nipples and flanges or with 
Gates built-in rubber flanges. 


The Gates Rubber Co., Denver, Colorado 


GATES Distributors 


are inthe 


Yellow Pages 


~4 | 
A+ &: A 
i | 


order 


made to 


Dock Hos 





Note these construction features: 


COVERS of Gates made-to-order Dock Hoses are 
specifically engineered to withstand the severest 
assaults of dock and tanker service. They long 
resist the damaging action of oils and deriva- 
tives, abrasion and weather. 

TUBES of black synthetic rubber have been 
expressly developed to handle petroleum de- 
rivatives without softening or swelling. 

EXACT LENGTHS—3 to 50 feet to meet the spe- 
cific requirements of any job—help eliminate 
damage which can occur when excess lengths 
are used. 

STATIC-BONDED FOR SAFETY— All Gates Dock 
Hoses and their built-in fittings are static- 
bonded to discharge electricity before a danger- 
ous charge can be built up. 


The Mark of LD Specialized Research 


<a’ 


NATIONAI 


TPA 202 
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for modernization .. that pays off 
the NEW Ingersoll-Rand 


Ha 


.+.@ motorcompressor designed to meet 
the specific needs of today’s modern 
service station and repair shop. 


ez 

+] 
it’s compact 
A Channel-flo requires less than half the installation 
space of a tank-mounted, belt-driven compressor of 
-omparable size 


e y ffi s ; 

if’s efficient gersoll-Rand 
5 pee flo 

Balanced opposed-piston construction with the time- 

tested I-R Channel Valve means better performance 

with greater economy. The compressor is mounted 

directly on the motor shaft, completely eliminating 

main bearings 


it’s modern 


There are no belts or couplings so a guard is not re 
quired. The new Channel-flo is safe, reliable and com 
pletely new 


it’s economical 


Moderate first cost, minimum maintenance, low-c 
operation, continuous service rating are just some 
of the reasons why the I-R Channel-flo should be your 
top choice for a dependable air supply 


al Ingersoll- 
Get in touch ‘te direct ‘0 
bber 


the -s 
able in 
" anee 200# 


ingersoll-Rant 
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‘ bs Can Make MORE PROFIT 
are completely equipped for 


DRUM MACHINING 
BRAKE RELINING 
ADJUSTMENTS 


| 
{ 


ory 
ye as 


HYDRAULIC SERVICE 


Edgar Stolte 
Edgar Shell 
St. Louis says 





er 


“We have 
2 brake jobs 4 day sin 
our Brake-Mobile three months 
ago. People want service today 

they like to g° where all 
services can be done at 
the same time”. 


averaged about 
ce buying 


Ken Welsh 
Ken Welsh Shell 
St. Louis says: 





“We turn an average of 8 
week, plus the 


drums per 
drums sent to us by other 

stations. We like to do brake 
find it very 


work and we 
profitable. Our equipment 


paid for itself in less than 
a year”. 


THE BRAKE W 

O / 

YOU SEND our... 

MAKES NO PROFIT 
FOR YOU! 








AA 
ae [eX B-7A 
@ BRAKE-MOBILE 





urn drums 
it’s auto matic 
while 

ave 


“We find it easy to t 

with the Drum Dokter — 

and we can wait on other customers 

this work is being done. Customers like to le 

their cars at their convenience — many ° 

our brake jobs are done in the evening 
when cars are not in use”. 


Marv Crowell 


Marv $ Shell 
St. Louis says 





The BRAKE-MO 
‘E-MOBILE Solves Your S 
Work indoors . . . outdoors . yee eg 7 


Schedule W 
ork by Appoi 
AC , ppointment to Fill i 
— RE eer POR a ee 
. 5s qd 
Write Di our Silent Salesman when not in a sibs 
irect for Demon : ‘ 
stration or Co 
mplete Details 
Ss 


rom survey ofa leading Automotive Publicatio 
°F rv f n 
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For filling... TIRES OR TANKS 








For washing... of \ So) Mae) (e130: 





/t pays to insist on Thermoid Hose 


For every oil marketing job, there’s a 
Thermoid Hose engineered to do the job better... 


last longer... cut your replacement costs. 


: : 7 
The hose you need is quickly available from your 
Thermoid Distributor. Get full information ermol 


from him, or if you prefer, write direct. 


Thermoid Company, Trenton, N. J. 
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MODEL 605 


New in every aspect of 
longer, easier and lower 
cost service. Solo pump 
unit has strainers, by- 
pass valve, air elimina- 
tor, float chamber and 
liquid cooled motor in 
one compact unit rated 
for continuous duty. 
Advanced computer 
with semi-automatic 
reset, 


REMOTE PUMPING 
SYSTEMS 


Wayne Remotrol Sys- 
tems provide pumps 
with pumping unit and 
motor submerged in 
underground tanks for 
efficient operation. All 
station-engineered to 
the requirements of 
each location, 








MODEL 90 


Newly designed to 
provide time saving, 
quiet, trouble-free serv- 
ice. Has extension hose. 
Wayne Solo Pumping 
Unit, new Wayne 2 cyl- 
inder precision meter 
and advanced com- 
puter with semi-auto- 
matic reset. 


DUO-1 PUMP 


Island space-saver that 
dispenses one brand 
through double outlets. 
Requires same space as 
single pump. Single suc- 
tion line; meter, com- 
puter and hose for each 
outlet. Delivers up to 
16 GPM. 





MODEL 70-2F 


Wayne farm pump 
handles all farm fuels 
—dgasoline, kerosene 
and Diesel fuel. Total- 
izing meter-register; ex- 
plosion-proof motor; 10 
gpm capacity through 
10%’ of %” hose. 
Rugged, rustproofed 
and enamelled housing. 


The answer to 
space needed for 
extra grade fuels 
fits same space 
as single pump. 
Dispenses two 
separate grades 
through each of 
two outlets. Two 
separate com- 
plete pumping 
systems. Delivers 
up to 15GPMat 
each nozzle. 





AUTOMOTIVE LIFTS 


Single post or two post... free-wheel, drive 
on (new low silhouette) and frame type. All 
sizes and lifting capacities for sports cars to 
large trucks and buses. 


i 


~ 


DIAPHRAGM 
HAND PUMP 


Double action hand pump for use as barrel 
pump or pedestal pump for all petroleum 
products, alcohol, anti-freeze. Also for indus- 
trial and farm installations. 


ye COMPLET 


-Engineer© 


Station 


Your move ! 
will be 9 move 
equipping al 

lifts, air comp 


gine 
better job. 


THE W 


e Complet 


ayn . ° 


in the righ 
on. These pv 


stati 
hose reels. 


ressors, 
and remote 
n scientifica 


Wayne to 4° 


AYNE PU 


HOSE REELS 


Modern spring actuated hose reels for 
handling air, water, oil or grease. Enclosed 
or open type to meet every need. Also pit 
type hose reels for air and water service 
at the island. 


ROTARY PUMPS 


Specially constructed for safe transfer of 
hazardous liquids in bulk plants or from 
tank trucks. Exclusive “rolling contact” tooth 
design for positive seal. 


e Line When you b 
ize O 
the WOY: 

of supply - 


your equip 


mps, 
high- 
pumping 
lly en- 


replace 


d To Work To 


yild or mo 


n the finest - -- 
One high 


AIR COMPRESSORS 


Single or two stage. Vertical or horizontal 
types. 2 to 20 HP. Guaranteed on the basis 
of actual usable output to assure adequate 
air supply for all service requirements. 


LUBE DISPENSING 
EQUIPMENT 


Complete line of pump and storage equip- 
ment for handling gasoline, kerosene, fuel 
oil, lubricating oil, grease and alcohol. 


E WAYNE LINE 


gether 

dernize, standard: 

it WAYNE al 
_one source 
o keeP 


make 


quality - 
ne onsibility 
° 


ment at 


factory traine 


ment parts. 
” ryland — Toronto, 
a 








Canadian Chemical Company, Limited 
uses Tri-Sure Closures to 
protect drum shipments to 

South Africa, India and Japan 


ANADIAN CHEMICAL COMPANY, LIMITED 

whose plant at Edmonton, Alberta, ships 

thousands of drums of chemicals all over the world, 
uses Tri-Sure* Closures with confidence. 

Tri-Sure’s exclusive assembly of Flange, Plug 
and Seal gives chemicals, such as those produced 
by Chemcell, reliable safeguard from leakage, con- 
tamination and pilferage. 

And wherever Chemcell drums 
are shipped, prompt closure serv- 
ice and replacement of parts is 
assured by ‘Tri-Sure’s strategic 
location of plants all over the 
world— including the fine new 
modern Tri-Sure plant at Villa- 


=~ 


niles. to £9 


—and every gallon must 
there safely 





CHEMCELAL 
METHYL PSOBUTYL (i TONE 
SHIP TO 


MSI 
in. 
YOKOHAMA 

3, NY TOU ZB 

GROSS 410 


NET 370) 


wood, N.S. W., Australia. 

It pays in all ways to use Tri-Sure Closures—in 
shipments to all parts of the world. ‘“Tri-Sure the 
World Over’’ is your assurance of the best closure 
service, just as surely as the Tri-Sure Closure is 
your best assurance of the best protection. 
Wherever your shipments go, give them the best 


in security and service by specify- 
ing Tri-Sure Closures. 


*The Tri-Sure Trademark is a mark of 
reliability backed by over 35 years serv- 
ing industry. It tells your customers that 
genuine Tri-Sure Flanges (inserted by 
genuine Tri-Sure dies), Plugs and Seals 
have been used. 


TRI-SURE PRODUCTS LIMITED, ST. CATHARINES, ONTARIO, CANADA 
Subsidiary of 
ie a FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 


Ze and affiliated with 
Ae Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 

SUR E B¢ WO RLD ¢ American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 

Compafiia Mexicana Tri-Sure S/A, Naucalpan, E. de Mexico, Mexico 

B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 

Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. I., London, England 
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Ahead of the News 


IN WASHINGTON 


More Roads, More Taxes—Watch out for a boost in 
gasoline and highway user taxes. Secretary of Com- 
merce Weeks says cost of the federal highway program 
will be at least $10-billion (37%) higher than the origi- 
nal $27.6-billion estimate. Future estimates on 2,102 
more miles of the system (which will bring it up to the 
41,000 miles authorized) will raise costs even more. 





Hassle Over imports—A big congressional fight is 
brewing over new legislation restricting imports. The 
importing companies have generally held to their pre- 
scribed “voluntary” levels, but a few have threatened 
to bypass the program. This has produced serious 
strains. So the Independent Petroleum Assn. of Amer- 
ica—speaking for U. S. producers—has served notice 
it will seek legislation imposing stiff monetary penalties 
on excessive imports of crude or products. National 
Oil Jobbers Council, along with major companies own- 
ing overseas production, will oppose new restrictions. 


IN THE LABS 


New Lube System Coming—A “midget size” central 
lubricating system for machine tools, processing ma- 
chinery and industrial vehicles will soon be marketed 
by Stewart-Warner Corp. Called “Acumite”, the system 
is built around a miniature metering valve and will 
operate with four different types of lubricant pumps. 
Capacity of the new system is from 40 to 100 bearings 
in one pump stroke. 





Atoms Aweigh—British scientists are trying to de- 
velop a 100,000-ton atomic-powered submarine oil 
tanker. Oil companies say they’re “interested.” Among 
problems to be overcome: high cost; how to dock the 
tanker while loading or unloading. The scientists say 
the tanker might travel 50 mph and “could be fully 
competitive with existing fleets . . . in operating costs.” 


Lubeless Bearings—Shell researchers, working with 
the U.S. Air Force, are perfecting a means of operating 
metal bearings at high temperatures without conven- 
tional lubricants. Basis of the new process is the de- 
velopment of a “protective atmosphere” which prevents 
oxidation in metal bearings and forms a protective 
film over outer surfaces. Using the technique, Shell 
claims it can run bearings at 1000 deg. F for 100 hours 
without failures. Conventional lubricants have an oper- 
ating range of about 500 deg. F. The process was de- 
veloped primarily for use in missiles and ultrasonic 
aircraft. By coincidence, JP-4 jet fuel is a source of the 
“protective atmosphere” used in the process. 
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IN DETROIT 





New U. S. Small Cars—Two of the Big Three car 
makers are reportedly pushing plans to develop small 
cars for the U. S. market. One company has toyed 
with the idea for several months and conducted research 
and development projects. Now, with foreign and small 
car sales zooming, most of the stops are being pulled. 
It looks as if at least one of the cars will appear next 
year, insiders say. 
° 


Ford Debut—Ford Motor Co. will market new lines 
of heavy trucks this year with gasoline-powered engines. 
It’s Ford’s first real entry into the heavy truck field, 
and means more competition there. 


Step Toward Unit Bodies—General Motors report- 
edly plans to adopt a single-shell type of construction 
for all 1959 models. Shells for all divisions will be 
similar from the rear door post forward to and includ- 
ing the cowl. Hood, fenders and rear quarter and rear 
deck will vary with each division’s cars. 


Long-Range Muffler Change—Auto designers say 
the day will come when cars are built with perman- 
ent, stainless steel mufflers. That would signal the start 
of a drop in replacement demand, but don’t hold your 
breath—costs are still much to high. 


V-Diesel Delay—One company’s plan to bring out a 
V-line of diesel truck engines has struck a snag. The 
series, running all the way from a V-4 up to a V-12, 
was to have been introduced this year. But because of 
budget considerations, part of the line will come out 
this year, the rest in 1959. 


AROUND THE COUNTRY 





Fina Flag Going Up—Look for American Petrofina’s 
own brand signs in the Southwest before long. First step 
in the changeover: unveiling of “Fina Supreme” and 
“Fina” gasolines in mid-February. Stations will retain 
their “Amlico” and “Panhandle” identities for the pres- 
ent, but most will discontinue marketing gasolines under 
those brand names. Petrofina currently markets in 
Texas, Arkansas, Louisiana, Oklahoma and New Mex- 
ico. It recently made refinery expansions at Wichita 
Falls and Mt. Pleasant, Tex. 


More Ahead of the News 
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Ahead of the News 





New Pricing Plan—Continental Oil Co. is junking 
tank wagon prices in Oklahoma. Sales to jobbers, deal- 
ers and tank-truck consumer accounts will be priced at 
percentage discounts from what Conoco considers “es- 
tablished retail values” in each county. Dealer and 
tank-truck consumer prices will be posted at company 
bulk plants. Conoco will thus share upward and down- 
ward price changes with jobbers and dealers; pump 
prices will still be up to dealers. 


$5-Million-Plus for Spur—The government’s 55.5% 
share of Spur Distributing Co. goes on the auction 
block Feb, 19. Spur president J. M. Houghland, who 
holds contract rights to match the highest offer, has 
already bid over $5-million. Book value of Spur is 
carried at $6.7-million, but market value is considered 
much higher (NPN—Jan., p88). Prospectus is avail- 
able from Office of Alien Property, Dept. of Justice, 
Washington 25, D. C. 


Watch the Teamsters—That’s what Midwest mar- 
keters are doing now that the Teamsters Union has 
gained its first firm foothold in Michigan stations. The 
union has signed a contract with Clark Oil & Refining 
covering eight company-operated stations in Grand 
Rapids. Clark says the stations were new and the union 
moved in before the company could convert to lessee 
operations. A similar attempt to organize four Clark 
stations in Kalamazoo failed. 

The Grand Rapids contract calls for a 48-hour week, 
compared with 52 hours formerly, and an average wage 
hike of 10¢ an hour. Hourly wage rates: assistant man- 
ager, $1.52; attendants, $1.22 for the first 90 days, 
$1.32 for the scond 90 days, and $1.42 for six months 
or more service. Other benefits: one week of vacation 
for one year’s service, two weeks for three or more 
years; group insurance; and six paid holidays. 


Lube Market Outlook—Marketers expect refinery 
lube oil inventories to rise to record highs in the next 
few months. Some forecasters predict an over-all in- 
crease in domestic lube oil sales of from 1.7% to 
2% this year. 


New Emphasis on Merchandising—Standard Oil Co. 
(Ky.) is starting a new “intensive merchandising” pro- 
gram at its franchised outlets. Objectives of the pro- 
gram: sharper, more competitive stations; better station 
personnel; improved merchandising and management 
methods. Standard will lay new stress on the role of 
company merchandising experts and will work for 
closer liaison between salesmen and dealers. 


Take Your Choice—General Petroleum Corp. will 
offer customers alternative credit systems this year: plas- 
tic cards or credit checks. GP previously said it would 
adopt the plastic card-imprinter system of its parent 
Socony Mobil Oil Co. Now it says imprinters save time 
at the island, but checks are faster for accounting. 
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Tick, Tock, Tax—It’s time to look around and see 
what may happen to gasoline taxes in your state this 
year. Some spot checks: the governors of New Jersey 
and West Virginia are asking for a 1¢ gal. hike. The 
governor of Kansas wants a 1¢ gal. decrease, and a 
return to the ton-mile truck tax repealed in 1955. 
Oklahoma’s tax, previously the highest in the nation, 
dropped back 1¢ to 6.5¢ gal. in December. 


Lube Oil Campaign—Maiors will put heavy emphasis 
on lube oil and grease lines in spring selling programs. 
At least one is changing color and designs of cans and 
packages, and will probably bring out a “new” oil. 


Electric Heat Moves Ahead—Outlook for a poten- 
tially tough competitor comes from Electrical World, a 
McGraw-Hill magazine: 

e@ During 1958 electric heat expects to add 44,500 
more users to its present total of 310,500; 

e More and more utilities promoting electric heat 
are in the 4,000 degree-day belt; 

e@ Rates are down—only 8.5% of utilities pro- 
moting electric heat charge more than 2¢ per kwh. 


California-Michigan Axis—Two legislative campaigns 
will be pushed by California and Michigan dealer 
groups. Although they’re separate, they’re unusually 
aggressive and vocal actions, say informed observers. 

@ The two-month-old California Federation of Serv- 
ice Stations (see page 32) wants 1959 legislation to 
place oil marketing under state control. This month it 
will petition suppliers to set a 2742% minimum mar- 
gin over tank wagon, freight, tax and station rental. 

e The Michigan dealer association submitted a 
“business practices” bill at this year’s legislative session, 
seeking state-level antitrust legislation. But it’s opposed 
to utility-type control or prices, as called for by one 
pending legislative bill. 


New Sales Setup—Standard Oil Co. (Indiana) will 
require all salesmen to sell industrial as well as auto- 
motive products this year. As a result, industrial prod- 
ucts will reportedly get a smaller slice of Standard’s ad 
budget—about $300,000, against about $6.5-million 
for motor oil and gasoline. 


Thoni Looks Ahead—Thoni Oil Co., Nashville private 
brander, plans to build 100 new outlets during the next 
five years. Average cost for building and equipment will 
be about $4,200, says Richard Thoni. They'll be made 
of concrete block, with glass fronts and asphalt drives. 
Thoni now has 82 stations in 13 Southern and Midwest 
states. He plans to move into new territory with some of 
his new ones. Thoni’s gross sales last year were $10- 
million, he says. Average station gallonage: 50,000- 
75,000 monthly. Prices range as much as 10¢ gal. below 
major levels. 
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Petroleum Indicators 





MILLION 


BARRELS YEAR AGO NPN PRICE AVERAGES* 
Refinery /Terminal 


GASOLINE (¢ per gal.) 


Jan. Dec. Jan. 
1958** 1957 1957 








Gasoline 

(regular) , ‘ 12.39 
ae ; ; 11.69 

Distillate . : 10,13 

DISTILLATE Residual 5.65 5.68 6.33 
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Lube oil 24.17 24. 23.28 
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Rake Seem eee SS SS Se markets, except crude prices last 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Jan. 1958* Dec. 1957 Jan. 1957 
Finished and unfinished gasoline (thous. bbl. M) bas 200,636 196,376 197,702 
Distillate fuel oil (thous. bbl.) eile NY, 135,406 150,770 100,572 
Kerosine (thous. bbl.) As 25,343 28,615 24,019 
Residual fuel oil (thous. bbl.) i 57,952 59,314 38,403 
Crude oil—B. of M. (thous. bbl.) 276,737 275,905 256,669 


Refinery Actvity 
Crude runs to stills (thous. bbl. daily) ; 
Foreign crude included (thous. bbl. st 
% of refinery capacity operated . 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) ... 
Residual fuel oil (thous. bbl. daily) .. 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through Jan. 17, except crude stocks—Jan. 11. 
Source of Data: API Weekly Reports, except Jan. 1957, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month Year Ago 


Exports of crude and refined products (thous. bbl.) .... 11,007 (Oct.) 10,028 12,258 
Average station gasoline price, ex tax (¢ per gal.) .. 21.71 (Jan.) 21.89 21.49 
**Gasoline consumption (million gal.) Poel 4,619 (Sept.) 5,293 4,538 
Passenger cars—domestic shipments (thous.) . Bf 560 (Nov.) 283 
Trucks and buses—domestic shipments (thous.) . 79 (Nov.) 51 
Automotive replacement tire shipments (thous.) . 3,630 (Nov.) 5,350 
Replacement battery shipments (thous.) . = 3,037 (Oct.) 2,688 
Oil burner shipments (thous.) 71.0 (Oct.) 72.6 
Service station sales (all commodities) $-million . 1,280 (Dec.) 1,262 
**Excludes Oklahoma. 
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Supply and Demand 


Distillate Inventories Mount 


And some long-term factors are 
holding back gains in demand 


As peak demand for distillate fuel oil supplies 
approaches, inveniories at U. S, refineries and ter- 
minals are the largest on record. The surplus in 
inventories is almost entirely confined to the East, 
Gulf Coast and West Coast refining districts. 

Even with a severe late winter and heavy drafts 
on distillate heating oils, refiners in these areas 
particularly will be called on to exercise restraint 
in their crude runs—if the industry doesn’t want 
to start the spring and summer with burdensome 
distillate fuel oil stocks. 

Seasonal buildup of these inventories last sum- 
mer brought total U. S. supplies Sept. 30 to about 
170-million bbl., nearly 19-million bbl. more than 
on Sept. 30, 1956. On Dec. 31, the stock total 
for the U. S. was 150,756,000 bbl.—16,741,000 
bbl. (12.5) greater than on Dec. 31, 1956. In- 
ventories in the East and Gulf Coast districts, 
which supply the concentrated heating oil markets 
in the East and New England, were 84,407,000 
bbl., 22.1% greater than on Dec. 31, 1956. East 
and Gulf Coast inventories then were 56% of 
total U. S. stocks. At the end of 1956, they were 
52% of total supplies in storage (see chart). 

Overbalanced supplies of distillate fuel oil in 
the East and Gulf Coast districts result from two 
circumstances that developed in 1957: 

e Speeded-up operations to meet Western 
Europe’s emergency demand for fuel oils when 
the Suez Canal was closed. These extra require- 
ments lasted only a few months into 1957. Through 
April they boosted total distillate fuel oil exports 
from this country to about 220,000 b/d, three 
times the normal volume of exports of this product. 
The refiners found it difficult later to cut back. 

e@ Lower-than-anticipated gains in demand 
through 1957 for distillate fuel oil products, the 
principal ones being heating oils and diesel fuels. 

Total 1957 demand for distillate fuel oil at 


U. S. Distillate Fuel Oil Stocks, 1956 and 1957 


(000 bbls., API data) 
Dec. 31 Dec. 31 Change % 
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refineries is now estimated by the U. S. Bureau of 
Mines at 1,834,000 b/d including the emergency 
shipments to Europe early in the year. This is an 
increase in requirements of 3.2% from 1956 de- 
mand. Domestic demand in 1957 is now placed at 
1,706,000 b/d, only 1.4% greater than in 1956. 
This rate of gain was much lower than the oil 
companies had estimated. 

An important factor in the disposition of re- 
finers’ distillate fuel oil supplies in coming months 
will be their 1958 market requirements. These are 
now being estimated at a lower rate of gain than 
had been forecast earlier. While weather during the 
heating season is still the major short-term factor 
in distillate fuel oil demand, there is a growing 
recognition that certain long-term conditions also 
have considerable influence. These include the 
growing competition of natural gas and liquefied- 
petroleum gas for the space heating markets, the 
drop in the number of new homes being built, and 
the drying up of the market for conversion of coal 
burners to oil, among others. 

These long-term factors will tend to hold down 
gains in distillate heating oil demand through 
1958—perhaps longer, many authorities now be- 
lieve. The U. S. Bureau of Mines currently fore- 


District 1956 1957 in 1957 Change 
East Coast $1,912 59,637 +7,725 +14.9 
Texas-La. Coastal 17,229 24,770 +7,541 +43.8 
Total Coastal 69,141 84,407 +15,266 +22.1 
Appalachian 4,301 4,363 +62 +1.4 
Ind.-Ill.-Ky. 20,496 20,009 —487 ~2.3 
Minn.-Wis.-Daks. 7,713 7,307 -406 —5,3 
Okla.-Kan,-Mo. 12,591 11,767 —824 —6.5 
In. Texas-N, La.-Ark. 3,965 3,877 —88 —2.2 
Rocky Mt. 2,877 2,990 +113 +3.9 
Total Inland 51,943 50,313 —1630 —3.1 
West Coast 12,932 16,036 +3104 +24.0 
Total U. 8. 134,015 150,756 +16,741 +12.5 


casts total distillate fuel oil demand for 1958 at an 
average of 1,837,000 b/d, only 0.2% larger than 
in 1957. Domestic demand is placed at 1,767,000 
bbl., 3.6% greater. In both instances the rate of 
gain is less than oil company economists had fore- 
cast last fall. Close study of the outlook for demand 
in their own territories will be required by all oil 
companies if distillate fuel oil inventories are to be 
brought into a normal relationship to supply- 
demand. 
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“Now all Frontier outlets make on-the-spot 
adjustments with Dayton’s written guarantee” 


... Says M. H. (Bud) Robineau, President, The Frontier Refining Co., Denver, Colorado 


A Complete Line of 


Passenger and Truck Tires 


February, 


“That’s one of the big reasons we 
switched to Dayton Thorobred Tires. 
It’s mighty important, too, because 
a guarantee that’s good anywhere 
in our 11l-state area of operation 
allows us to service our customers 
much better. 

“Dayton gives our Frontier sta- 
tion men authority to make adjust- 
ments on the spot. And the Written 
Guarantee is a highly beneficial part 
of the Reporting Procedure. 

“Dayton’s liberal co-op advertis- 
ing program was another “con- 
vincer.”” Advertising and merchan- 
dising is a basic part of our opera- 
tion and their policy was broader 


and more realistic than any other. 
The hard-selling ad mats and 
aggressive promotion provided by 
Dayton also play a major part in 
our highly profitable tire program. 
Frontier has benefitted, of 
course, from all the other features 
of the Dayton Tire Program 
really sensible pricing of the com- 
plete Dayton line, and merchandis- 
ing men who trained our men right 
on the job. 


sé 


“My advice to anyone in the oil 
business who wants to make money 
selling tires is this... get the Dayton 
Franchise. Write The Dayton Rub- 
ber Co., Tire Div., Dayton 1, Ohio.” 


© D.R. 1958 
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Fourth of a series—to acquaint jobbers with the PURE franchise 


Why more and more 
jobbers are teaming up 


with PURE 


f 
PURE believes in jobbers. PURE gasoline sales 


Over 40 per cent of PURE bulk through all dealer stations selling 
plants in 24 states are jobber the PURE brand have almost dou- 
plants. Another 40 per cent are _ bled in the past seven years. 
distributor-operated plants. 


@) The PURE Service Manual 
Since 1950, the number of — and other reference material avail- 

jobber plants selling the PURE able to jobber dealers are the most 

brand increased over 20 per cent. | comprehensive in the industry. 


(jue) All dealers selling the PURE brand benefit from the 
prestige and acceptance created by PURE ads run 
every other week in The Saturday Evening Post. 
The slogan “Be sure with PURE”’ is one of the best 
known sales slogans in the industry. 


Maybe this is the kind of company you are 
looking for. If you would like more 
information, call or write: 

The Pure Oil Company, 

35 East Wacker Drive, Chicago 1, Illinois. 





It pays to be a partner in profit with PURE 
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~ IDEAS | 


TO MAKE MONEY 


Here are just a few of the sharp money-making 
ideas for management men in this issue of NPN: 


art in itself. Here’s an incentive plan that builds volume 


Getting dealers to sell more — at profitable prices — is an 


and helps keep dealers out of price wars 


Stunts, contests, giveaways — they’re all good for opening 
stations or pepping up gallonage. Take your choice of some 
of these really hot promotional ideas 


You’re not alone if you're having trouble keeping lube sales 
up. But there are ways to do the job. For a starter, try this 
six-point program 


Maybe your burner men need a commission plan. Chances 
are it would increase efficiency —- and help you turn a profit 
on your service department 


Looking for new profit opportunities? Right in your own 
back yard, there may be a TBA market with more potential 
than you realize: your dealers 


You'll find good ideas you can use in NPN 
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Everybody can rely 
on SINCLAIR products 

















You won't see a locomotive pull up to a Sinclair Dealer Sta- 
tion—but we’re illustrating the point that even railroads, 150 
eines : of them in fact, rely on the quality of Sinclair fuels and lubri- 

Sinclair cants. And quality is one reason why a million new customers 
leads the industr y have swung to Sinclair gasoline and lubricants for their cars. 


Dino, the Sinclair Dinosaur, says, 


in dealer With such growing demand by motorists it makes good busi- 
ness sense to join the 25,000 Sinclair Dealers in 36 states. A 
- letter or phone call can give you the advantages of Sinclair’s 
Seer or | experience, advertising and merchandising working to your 
a profitable benefit. Phone your local Sinclair Representative or 
write Sinclair Refining Company, 600 Fifth Avenue, New 
York 20, N.Y. Ask, too, about the Sinclair TBA Franchise, 

featuring Goodyear, the greatest name in rubber. 


assistance” 
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Needed: Progressive Leadership 


National 
Petroleum 
News 





Does the guy above me really believe my 
job is important? 

This apprehension is almost as old as 
human nature, but often it’s overlooked. It 
exists in organizations of all sizes, is particu- 
larly acute in large corporations and has be- 
come a deep-seated fear in some oil companies. 
At times, it may stem from professional 
jealousies or personality differences. 

Very often the fear is well-founded be- 
cause an influential person may not re- 
spect the function, or may not understand 
it, even though it falls within his re- 
sponsibility. 

@ A jobber complains his potential is re- 
stricted because the division manager doesn’t 
believe in jobbers. 

@ A dealer claims he doesn’t have a chance 
because the branch manager doesn’t like 
dealers. 

@ The lube oil specialist says marketing 
management won't recognize the real oppor- 
tunities because the head man is ‘gasoline- 
minded’. 

@ The TBA man feels his department is 
neglected. So does the asphalt man. And the 
specialties man. “They just put up with this 
department,” is a familiar remark. “They don’t 
realize how important it is.” 

@ Even top marketing officials occasionally 
voice concern over the lot of marketing be- 
cause policy-level management is oriented 
toward production, or refining, or transporta- 
tion. 


it would be short-sighted to brush aside 
these fears as imaginary. In the past year, 
concern has been expressed with greater 
frequency —from jobbers to top-echelon ex- 
ecutives. The effect on morale is harmful and 
can detract from efficient performance. 

Sometimes an official does consider a de- 
partment or function unessential. Quite often, 
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though, a lack of understanding or indifference 
may condition his attitude. Failure to remove 
doubts can create an atmosphere of un- 
easiness, weaken confidence and impair 
efficiency. 

Self-examination is always timely, at any 
level. 

So from time to time it is worth asking: 
Does anyone under my responsibility feel 
his function lacks my support? Is that func- 
tion worthwhile or not? If so, wouldn’t we all 
be better off if there were no doubts? 

The most convincing evidence of support 
is progressive leadership: that, in turn, 
sparks ideas, inspires thinking and makes 
available the tools and resources to achieve 
better marketing 


Spirit of ‘58 


WO NEWS REPORTS, published in Oilgram 

News on successive days, seem to catch 
the spirit of the oil industry as rugged 1958 
gets under way. 





In one, the Bureau of Mines confirmed that 
1957 was worse than most thought it would 
be. Domestic demand increased only 0.5%, 
against early predictions of 3% and 4%. A 
2.5% increase is forecast for 1958 

In the second, Gulf Oil announced its largest 
capital spending program ($564-million), stat- 
ing that Gulf management “does not believe 
that the exile of one Russian dog into outer 
space, which presumably is colder and even 
less habitable than Siberia, is the beginning of 
the end of the world. Nor does it share the 
gloom into which this, and other events of 
1957, seem to have plunged a large portion 
of the business and financial community of 
the U.S. 





Ingram expects stations like this $50,000-plus outlet in Mobile to be its best advertisements 


Ingram: ‘Well Build a Brand 


This independent refiner is joining the swing to branded marketing. 
It aims to have 1,000 stations in eight states by 1962 


CAN INDEPENDENT REFINERS survive with- 
out a branded product? Henry Ingram sees it as an 
unequal battle, so he’s joined other independent re- 
finers going branded (NPN—June °57, p124). 
Ingram Products Co. of New Orleans is shooting 
for a big share of the southeastern market. Here’s 
what its five-year expansion plan aims for: 
e@ A total of 1,000 stations. About 100 will be 
company owned and operated. The rest will be 
owned by independent dealers—a switch from the 
normal pattern. Ingram now has 26 salaried stations 
and 175 independent stations flying its flag—and 
they already account for 75% of the company’s 
gasoline gallonage. 
e An eight-state marketing area. Ingram hopes to 
establish its brand firmly in southern Indiana, Ken- 
tucky, Tennessee, Mississippi, the New Orleans area 


of Louisiana, Alabama, Georgia, and all but the 
east coast of Florida. It’s already represented in 
most of this territory. 

Jobbers play no part in Ingram’s plans. The com- 
pany will sell direct to independent retailers “at 
something near the jobber price.” 


A Five-Year Plan and How It Grew 

Vice president Fritz Ingram—one of Henry’s two 
sons in the business—feels branded operations are 
the only answer for Gulf Coast independent re- 
finers. The company has been selling gasoline from 
its 18,000-b /d refinery to other refiners and private 
brand marketers. With majors becoming more and 
more self-sufficient, refiners like Ingram have had 
to scramble to stay in business. 

“It’s getting so a company has to be integrated 
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In Five Years 


and able to roll with the products market,” says 
Fritz. “We feel branded operation is something the 
independent has to get into. We'll try to get in as 
economically as possible.” 
Fritz says he doesn’t know how much is “eco- 
nomical.” The company is spreading expansion over 
a five-year period, hoping to pay for most or all of 
it without going outside for capital. But it’s com- 
mitted to brand operation regardless of cost. 
* “The main goal now is to get our brand up,” says 
marketing vice president John McClure. “Get 
people acquainted with it, and get as much abso- 
lutely controlled business as possible.” 

The Ingrams plan to build until they have a 
specific share of the market. After that, they feel, 
volume should grow as the market grows. One rea- 
son they give for confidence: “The private branders 
are strong in the South. Because of that, their prod- 
ucts are well accepted. So we should be able to get 
a share of the business.” 

How Ingram Plans to Do It Salary-operated 
stations on main highways near cities are the key 
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to Ingram’s five-year plan. They'll be backed up by 
a drive for dealers with their own stations. 

Product quality is being stressed. Most Ingram 
stations will sell two grades of gasoline, Ingram 
Super Premium (97 octane) and Ingram Regular 
(89 octane). Some will sell a middle grade, Ingram 
Premium (95 octane). 

On price, Ingram hopes to stay in line with big- 
name private branders in the Southeast—generally 
2¢ under major prices. 

















Salaried Stations Are the Key 
Ingram wants highway stations near cities for its 
salaried operations. The idea is to get them out 
where people can see them—to get the brand rec- 
ognized over as much of its territory as possible. 

The red-white-and-blue company-owned outlets 
are now located in cities like St. Petersburg, Fla.; 
Mobile, Birmingham and Bessemer, Ala.; Biloxi 
and Pass Christian, Miss.; Fayetteville, Donelson 
and Nashville, Tenn.; and New Orleans. 

The average Ingram-built station costs between 
$40,000 and $50,000 land not included. It has three 
to five pump islands equipped to handle three 
grades. Each has dummy lines for a fourth grade 
in case the company decides to handle that many. 
McClure says Ingram’s “ideal” location has a 200 
ft. frontage on a 150-ft.-deep lot. 

One station, in Mobile, has a canopy of steel I- 
beams and corrugated plastic (see picture). The 
canopy adds $10,000 to the cost of the station, so 
canopies will be “few and far between.” But can- 
opies will go up “at top locations.” 

























Ingram’s company-operated stations average 50,- 
000 gal. a month, McClure says. The break-even 
point is somewhere below 50,000 gal. a month 
and some stations are probably under that. The 
company doesn’t expect all its salary stations to 
show a profit before three to five years—but Mc- 
Clure says the purpose of all of them is “to sell 
gasoline and make money.” 

Still, for Ingram as for other oil companies, the 
advertising value of a station can be more important 
than its profits for a time. Right now, Ingram’s 
salary stations are helping put its name on the map. 













Control's the Thing—Big reason for having sal- 
aried operations is to make sure things are done the 
Ingram way. 







“We ask our men to hit the driveways on the run 
when a customer pulls in,” says Andy Mizell, who 
runs Ingram’s retail operations. ““They are supposed 
to be friendly, clean windows and windshields, 
sweep out floorboards. And above all, we want them 
to push our premium gasoline.” 










Company control enables Ingram to set prices on 
its station pumps and its motor oils (from 25¢ qt 
for low-grade utility oil, to near-major prices for 
the top grade—Ingram H-D). These are the only 
other products sold. Company stations have no wash 
or lube bays, but do offer quick oil changes 

(Continued on page 134) 











pitt Se it A a 
Typical Ingram dealer station does half the volume of a salary outlet. Ingram sign still gets big play. 


Begins on page 132 
g pag 


Where the Dealer-Owned Station Fits In 


lo back up company stations, Ingram sales 
people are “beating the bushes” for independent 
dealers who own their stations and equipment. 
There are a great many in the Southeast, selling 
under their own brand, says McClure. Many have 
bought unbranded products from Ingram; they’re 
getting an extra pitch to change to the Ingram brand. 

Ingram’s general argument is that if an = un- 
branded dealer switches to the Ingram flag, he can 
expect sales to increase as the brand catches on. 
He also will have the advantage of a credit card 
(Ingram started its credit program in November). 
And Ingram offers free road maps and help on 
painting and renovation. 

Ihe independent dealer is also assured that he'll 
be able to remain independent. The only agreement 


Ingram seeks is the assurance he will buy and sell 
the company’s two standard grades of gasoline. He’s 
free to buy and sell whatever TBA and motor oil 
lines he wishes, says Ingram. His price for gasoline 
will be about what he paid as an unbranded opera- 
tor, says Ingram, if he can take transport dumps. 
(The price amounts to tank car plus transportation.) 

Average monthly gallonage for Ingram’s inde- 
pendent stations is reported to be 20,000, with a 
maximum at present of 40,000 and a minimum of 
10,000. Storage should be 4,000 to 7,200 gal. That’s 
not a hard-and-fast minimum, however. The com- 
pany says it’s found a station increases its gallonage 
after “going Ingram.” However, independent sta- 
tions are not the same kind of eye-catchers as In- 
gram-built outlets. 


How Incentives Sell for Ingram 


Each company station has a manager and an as- 
sistant manager, and from two to nine attendants. 
They earn a salary, plus commission. It works this 
way for managers: 

@ Ingram sets a minimum gasoline gallonage 
that the station should achieve by a given date. 
After he passes the minimum, the manager starts 
receiving a commission on gasoline sales; he also 
gets a commission on lube sales 

e@ The manager’s commission is automatically 
cancelled when he becomes involved in a price war, 
but he is guaranteed a salary equal to his pay the 
month before the war started. Ingram says this dis- 
courages managers from wanting to participate in 
price wars. Though Ingram sets pump prices, the 
company feels a station manager can influence price 
policy—for instance, by suggesting lower prices 
“to meet some dog station down the street.” 
Ingram says it wants the manager to “hate” price 
wars. 

Finding and keeping good station help is one of 
the biggest obstacles in Ingram’s path, says Mizell. 
Even with controlled stations, some duds slip in: 
“Our station help turnover is terribly high.” 


For station managers, Ingram has had to go into 


other fields. It hasn't been able to find enough good 
dealers who want to manage a company station. 
rhe program is too new for attendants to be pro- 
motable to managers, though Ingram hopes to reach 
that point. 

Mizell says men who have had milk and bread 
routes generally make good managers. “They usu- 
ally know how to handle money,” he says, “and 
they’re well known in their neighborhoods. They 
aren’t afraid of hard work.” 

Below the managerial level, Ingram just tries to 
weed out the obviously weak sisters and hope for 
the best. “We advertise for station help in local 
newspapers,” says Mizell. “We get a number of ap- 
plicants. Before one is hired, his credit and personal 
references are checked. Then the station manager 
interviews him, and one of our wholesale men talks 
to him. We try to do all of this before we hire any 
man.” 

The company has no organized training program 
yet. A new station manager from another field will 
work with an experienced manager for one to six 
weeks before going into a station of his own. Sta- 
tion attendants’ training is left to managers and as- 
sistant managers. 
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Promotional Tools: Stations and Credit 


“We're trying to design and locate our stations 
so people will remember and look for them,” says 
Ingram. This is its number one promotional weapon. 

The company also expects big results from its 
credit card program. Credit manager John 
Donnelly expects to be handling between 10,000 
and 15,000 accounts by the end of the year. The 
cards are plastic and will be used with Addresso- 
graph imprinters. 

Ingram is planning to credit profits on credit- 
card customers to a separate account, and charge 
all credit-card expenses to that account to keep ac- 
curate track of costs. It expects a 14-month payout. 

Concentrate on Openings—Station openings call 
for use of spot radio, newspapers, some TV and 


How Ingram’s Distribution 


lo back up its branded move, Ingram has about 
every facility needed (except crude production): 

e An_ 18,000-b/d_ refinery in New Orleans 
built in 1953 on a 145-acre tract. About 50% of 
its production, or about 9,000 b/d, is gasoline. 
rhe rest is light distillates and related products. 
Ingram is “buying and borrowing” products from 
other refiners while rebuilding from a multi-million- 
dollar fire that damaged the plant in December 
(NPN—Jan., p68). The rebuilding will include 
modernizations that otherwise would not have been 
made. It should be completed next month. 

e Eight river terminals, located at New Orleans 
(50-million gal. capacity including refinery storage); 
Mobile (3,360,000 gal.); Tampa (3,360,000 gal.); 
Nashville (4,127,000 gal.); Freeport, Fla. (3,100,- 
QOO gal.); Louisville (4,662,000 gal.); Sheffield, 
Ala. (4,830,000 gal.); and St. Marks, Fla. (2,440,- 
OOO gal.). 


e A barge fleet of five towboats and 17 inte- 
grated barges, plus a seagoing tug with two barges. 


handbills. Otherwise, the company has no con- 
centrated ad program. 

To open a company-operated station, Ingram 
goes in for plenty of pre-opening advertising, adds 
gifts and prizes during the opening itself. They vary 
from free soft drinks and cookies to electric coffee 
pots and the like. 

“Instead of concentrating on just one or two 
items for our gifts, we try to have several,” Mizell 
says. “Most of them are items housewives can use 
But we throw in free oil changes and so on, too 
Our theory is that by having several different items, 
you appeal to more people.” 

Ingram offers no trading stamps or other premi 
ums beside the station-opening gifts 


System Works 


Potal capacity is 12,180,000 gal. The barges haul 
for outside companies, too. 

e A fleet of 26 truck transports to hau! products 
from terminals to stations. For-hire carriers do 75% 
of the company’s hauling, however 

Ingram also owns a lubricating oil canning plant 
at Nashville. Lubes are purchased in bulk lots, 
canned at this plant. Canned oil is then transported 
to terminals for distribution 

Crude for the refinery is purchased from domestic 
suppliers. Getting into crude production would cost 
too much, says Fritz Ingram—but he’d be happy to 
use foreign crude if it weren't so complicated bring 
ing it into New Orleans 

Some’s Still Unbranded— Distillates are sold up 
river or offshore to barge and cargo buyers. Ingram 
has no plans to sell fuel oil on a branded basts 

The company still supplies 400-500 unbranded 
marketers, including 20 “jobbers” (marketers who 
operate more than one station). They account for 
about 25% of Ingram’s total gasoline sales 


Management Structure: Family and Committee 


O. H.—Henry—Ingram, who runs the network 
of Ingram companies, is the man who started the 
first Ingram Oil in Wood River, IIl., in 1939. He’s 
president of Ingram Products Co. (now the parent 
company after a tangle of corporate changes) and 
its subsidiaries. 

F. B.—Fritz—Ingram, 28, is vice president of 
Ingram Products. He runs the show in New Orleans. 
His brother, E. B.—Bronson—?24, is vice president 
of Ingram Oil Co., formed last year to operate 
stations. 

Ingram Oil & Refining Co. was set up in 1953 
when the New Orleans refinery was built. Ingram 
Barge Co. was set up in 1955. 


All these companies trace their ancestry back to 
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the Ingram Oil & Refining Co. that started in Wood 
River with a 7,000 b/d refinery. That plant was 
built up to 30,000 b ‘d before being sold to Sinclair 
Oil in 1950 

Meanwhile, Wood River Oil & Refining Co. and 
Wood River Oil Barge Co. were formed by Ingram 
rhey had offshoots, too; some were sold and some 
were later merged with Ingram Products. The orig 
inal Wood River company continues to operate 
under that name in Wisconsin, Minnesota and the 
Dakotas. Some stations still selling under the Wood 
River brand will be converted to the Ingram flag 

Committee System——The Ingram operations are 
run by a management committee that meets every 


(Continued on page 136) 
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two weeks to set over-all policy and make decisions 
on day-to-day operations. Besides the Ingrams and 
marketing vice president McClure, this committee 
includes J. A. O’Neill, Sr., vice president in charge 
of manufacturing operations for Ingram Products; 
R. E. Bridges, vice president of the Barge company; 
and J. A. O’Neill, Jr., technical director of refining. 

Each marine terminal has at least two salesmen 
who do the work of calling on independent station 
owners and lining up sites for company-operated 
stations. They work under Bronson Ingram and 
Andy Mizell, who may make the final decision on 
a company station site themselves, or else pass it 
on to the management committee. . 


Executive trio: Fritz, Henry and Bronson Ingram 


How Moves Like Ingram’s Affect the Market 


BRANDED MARKETING by refiners like Ingram 
means increasingly keen battling over price differ- 
entials, say many marketers. The question: where 
do independent refiners fit in betwen major and 
private brand marketers? 

For many refiners, going branded is almost a 
necessity. Says one, “Ingram is doing the only 
thing independents nowadays can do. They have to 
stay in business.” (NPN—June °57, p 124) 

One reason is apparent in reports from the Gulf: 
at the start of the year, most coastal refineries 
from Corpus Christi to New Orleans were operating 
from 10% to nearly 50% below capacity. Five 
were shut down, including Ingram’s refinery forced 
down by fire. The other four were Delhi-Taylor 
(15,000 b/d), Clark (7,000 b/d), Sid Richardson 
(18,000 b/d) and Corpus Christi Refining (8,500 
b/d). No refiner whose operation has been cur- 
tailed expects to be able to increase his runs 
through the first quarter of this year. 

Price Dilemma—Marketers in areas most affect- 
ed—the Southwest, the Southeast, and the Mid- 
Continent—disagree on what may happen. 

One is convinced companies like Ingram or 
Anderson-Prichard must have a 1¢ to 2¢ spread 
under the majors—and that they can’t afford to 
let big private branders like Site or Billups get 
under them. Most independent refiners agree. But 
one observes there could be pressure from above 
too: “The majors could walk out most any day 
and start fighting us over the spread we get in 
most cases.” Another smaller-than-major marketer 
says the majors are disturbed about any direct 
operated station where facilities and quality are 
equal to or better than major outlets. He says 
majors would like to see the price differential for 
such stations stay 1¢ or less. 

Most private branders don’t think they should 
price at the same level as the independent refiners. 
Most talk about a structure with the independents 
1¢ below the majors and the private branders 


l¢ below the independent refiners. 

Ironically, the Ingrams don’t regard themselves 
as competing with marketers like Billups or Gas- 
eteria. Those companies are really competing with 
the majors, the Ingrams feel, while they are after 
the motorist who seldom or never buys branded. 


How the Independents Are Doing 


Here’s a rundown on independent refiners who 
have gone branded or are thinking about it. 

Texas Gas Corp.—is signing up unbranded 
dealers and jobbers, but doesn’t build nor operate 
stations itself. Guesstimate: 150-250 outlets in east 
and southeast Texas, and gunning for more. 

American Liberty Oil Co., subsidiary of Amer- 
ican Petrofina—Expanding into Louisiana, Okla- 
homa and New Mexico, as well as north Texas. 
Now has 790 branded stations, 132 jobbers. 

Bay Petroleum—Strong in the Rockies under 
the Bay brand; owns 75 former Citizens Oil Co. 
outlets in Southeast selling under Speed and other 
brands. Bay may plan to tie up stations regardless 
of brand to assure refinery outlets. 

Delhi-Taylor—Still “looking at” branded opera- 
tions; sells to other refiners, large terminal oper- 
ators, and private branders. Corpus Christi refinery 
(42,000 b/d) running at 24,000 b/d. 

Eastern States—Reportedly cooling on the idea 
of going branded because Houston pilot station 
hasn’t done too well. 

Triangle Refineries—Still selling to private brand 
jobbers, as it did before its purchase by Kerr- 
McGee. Probably will be influenced by what Bay 
and Delhi-Taylor do—but might switch to Kerr- 
McGee’s Deep Rock brand. 

Companies with established brands like Deep 
Rock, Champlin Refining, and Anderson-Prichard 
may wind up selling 1¢ under the majors, say 
observers. That’s what happened after a recent 
price war in Oklahoma City. « 
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rivate Brander: He's Confident 


But he has problems too. Here's an analysis of private branders’ 


comments and opinions on today’s marketing conditions 


THE ASTONISHING GROWTH of private brand- 
ers in recent years has catapulated them into a posi- 
tion of tremendous importance. Once they were 
sloughed off as just “cut-raters,” and not much to 
worry about. But they proceeded to build better 
stations, use smart merchandising and roll up huge 
volumes. Estimates of their gallonage in some key 
markets run from 15% to 50%. 

Today many private branders rank at the top as 
smart, successful businessmen. And they frustrate 
major company competitors, in many cases, by 
making good money selling just gasoline and oil. 

When you talk about private branders, you're 
not dealing with a uniform group: they’re all rugged 
individualists. And today most of them are sitting 
pretty. Their buying prices are low, with supply 
plentiful, and business is good. They have the con- 
fidence of the true entrepreneur—and they believe 
they're smart enough to get the business regardless 
of what the competition does. What’s more, many 
of them are going “respectable”’—but they can re- 
vert to old ways in “emergencies.” 

Some still worry about what will happen when 
and if supplies get tight. They recognize that much 
of their growth has come through sufferance by the 
majors, who probably supply about 75% of the 
private brand gasoline sold today.* Others worry 
about spotty efforts by some majors to reduce the 
2¢ spread between the major and the private bran- 
der. 

But the most successful private branders don’t 
seem to be worrying much about short supply or 
major competition. They figure there’s not too 
much the majors can do about it now. (“If they 
try to reduce the spread, it'll be the fight of the 
century,” says one.) Besides, private branders are 
busy with expansion plans 

Profit margins arent what they might be for 
some, but they seem to be better, relatively, than 
for most marketers. One exception is the West 
Coast, where some private branders say they’re 
having a very rough time. 


Why an Association? 

Despite private brand confidence, there’s good 
reason to believe that protection, if needed, had a 
lot to do with formation of the new private brand 
group, Independent Brand Gasoline Marketers of 
America (NPN—Aug. °57, p94). Promotion of 
their new respectability is another reason. “We're 

Some majors don't sell to private branders, but it’s 
difficult to come up with an accurate list. 
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tired of hearing the majors talk like they’re clean 
and we're dirty,” says one. 

Most important, the association gives private 
branders a strong voice to work for favorable mar- 
keting policies and to hold the line against any 
efforts to reduce the spread. 

The group also hopes to get clarification of some 
controversial major-company policies, like tempor- 
ary allowances, and to “enlighten” some private 
branders who haven't gone “respectable.” 

Non-members of the association include some of 
the most rugged individualists of all: Richard 
Thoni, of Nashville, 82 stations; Bill Hassett, of 
Imperial Refineries, St. Louis, 134 stations; Morton 
Sand, of the Saveway-Merit-Giant chain, several 
hundred stations; and a number of West Coast firms 
that haven't been invited. 

Thoni, who says he’s “never been undersold,” 
comments: “I’m strictly an independent operator 
I don’t want nothing to do with these others.” Has- 
sett is highly respected, and they'd like him to 
join. But it’s unlikely. 

Don’t expect IBGMA to make a lot of noise. 
“We don’t particularly want to talk in public,” says 
President Gene Williams, of Gaseteria. He adds 
that they aren’t especially interested in Wash- 
ington activities. “We're not really big enough to 
press for legislation.” 

Other members are known to disagree about 
Washington. Several want to push for divorcement, 
and the group is expected to hire a lawyer. They've 
been marking time so far, until they can hire a 
full-time executive secretary 


The New Private Branders 

“This is getting to be such a good thing every- 
body wants in,” says one established operator 

The last few years have seen the emergence of 
many new, small private branders. Some vi the 
older outfits are bothered because “these small guys 
are more apt to cut the price.” The new ones in- 
clude branded jobbers with a sideline, expanding 
dealers, and just bright guys who know a good 
thing when they see one. They’re starting out the 
same way many of today’s established firms did, 
by cutting price. 

On another front, some troubled independent 
refiners are going into branded marketing more 
heavily—mostly in the South and Mid-Continent 
(see page 136). Most of them can’t afford to 
price even with the majors and want to sell even 
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Pulsebeat: The 1958 Outlook 


Some may be your customers—others supply you with goods. 
Here's how they fit into the business picture for 1958 


THIS IS A REPORT on American business— 
where it stands and where it’s going. It’s condensed 
from A Look at 1958: The Pulsebeat of Industry, 
specially compiled by McGraw-Hill Publishing Co. 
editors who are experts in their fields. On balance, 
they see 1957 winding up as a good year for busi- 
ness, and they believe any adjustments in the econ- 
omy during 1958 will be mild. Here’s the picture 
by industries: 


AIRCRAFT, AIR TRANSPORT 


Aviation is in for a tough year—but not as tough 
as it seemed before the sputniks brought a rise in 
defense spending plans. It will still be a while before 
more defense money is spent on aircraft, missiles 
and rockets—where technological advances have 
created financing problems. In transport, the prob- 
lem is money for new jet equipment—$2-billion 
worth due late this year—since airline earnings are 
down because of mounting operating costs. An even- 
tual fare increase is therefore likely. 


ATOMIC ENERCY 


Nuclear power will come into the nuts-and-bolts 
stage in 1958. Many reactors have just gone into 
operation; many more are under construction. For 
the first time, industry will be getting sorely needed 
cost and engineering data. At home, the big push 
will be to solidify knowhow and _ economics. 
Abroad, American industry will be making a big 
sales effort. The export market for nuclear power 
plants is growing fast. Apart from the civilian 
atomic energy program, domestic industry is getting 
a big shot in the arm from the Navy’s nuclear con- 
version program. 


AUTOMOBILES 


Detroit looks for a slightly sub-par first half, 
with improvement in the second. There is still op- 
timism that 1958 sales will at least equal the 1957 
figure of 5.8-million, but many forcasters are pre- 
dicting 5.4-million because of a slow start. In 
trucks—especially the heavy-duty class—the out- 
look is better, thanks to the U. S. highway program. 
Sales and production will probably hit about 1.1- 
million, above the 1957 mark. The number of 
foreign-car dealers, including those who handle 


U. S. cars, could hit 20% of the total by year’s 
end. And a small-car crash program by one major 
maker could alter the whole picture. 


CHEMICAL PROCESSING 


Faster-than-average growth seems to be ahead 
for this segment of industry (chemicals, oil refining, 
rubber, glass, ceramics, paper, pharmaccuticals, 
paint, soap, fertilizer and the like). New records 
were sect in 1957; total value of production rose 
about 7% to $75-billion. Current estimates project 
another 5%-6% gain in 1958, but price increases 
will again account for most of the rise. Capital 
spending may decline from last year’s $5.5-billion, 
but research spending will top a billion. 


COAL MINING 


Coal looks for continued rise in demand and 
possible new uses in the future. The industry is 
spending heavily—SO0¢-60¢ per ton of output—for 
new properties and equipment, and facilities to 
modernize existing operations. But money is not 
readily available, and the industry needs more en- 
gineers and skilled managers. Coal has increased 
its share of the steam-electric utility market at the 
expense of oil and will probably continue to do so 
in coal-competitive areas. 


CONSTRUCTION 


Building is leveling off at a pace 10-15% 
below the high of 1956. Private construction, down 
31% last year, will drop another 1%. Public work 
will hold, but state and municipal work, up 16% 
last year, will rise another 7%. Federal construc- 
tion, up 48% last year, will drop back 20%. 
Private construction projects expected to gain in 
1958 are mass housing (up 6%), total home- 
building (up 7% ) and unclassified construction— 
pipelines, hydroelectric plants, transmission lines 
(up 13% ). Electrical construction, with a healthy 
growth rate of 7.5% per year, is running ahead 
of the general construction rate. 


ELECTRIC APPLIANCES 


Appliance-radio-TV_ researchers feel 1958 will 
be slightly better than 1957—a year when dollar 
volume ran about 13% behind the 1956 record of 
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or 13 Key Industries 


$8.4-billion. Profits at manufacturer, distributor 
and dealer levels hit new lows in 1957, and the 
industry is still in the throes of a “distribution revo- 
lution” in which marketers, not manufacturers, set 
prices. The effect has been shrinking margins, rising 
costs of doing business, and loss or failure for many 
key segments of the industry. 


ELECTRIC ENERGY 


The electric industry is set for unprecedented ex- 
pansion. In 1958, electrical equipment manufac- 
turers are scheduled to deliver more than 16.4- 
million kw of new generating capacity to electric 
utilities. As in 1957, residential sales are expected 
to register the biggest gain—up 10% to 161.5- 
billion kwh. Commercial consumer use is expected 
to rise 7.9% to almost 103-billion kwh, industrial 
Sales at least 3.6% to 296-billion kwh. Capital 
expenditures should increase about 8.9%. Air con- 
ditioning and electric heating hold great promise, 
with resistance heating due to rise over 10% to 
321,000 homes and an additional 13.000 heat 
pumps to be installed. 


ELECTRONICS 


The electronics industry expects to continue its 
$% annual growth pattern visible in recent years. 
It’s a $7-billion business producing equipment like 
missiles, underwater ordinance components, remote 
controls, television and sound systems. Because 
business in general will be spending to get the best 
return on its dollar this year, electronics men look 
for more emphasis on labor-saving equipment 
and more electronic equipment 


FOOD MANUFACTURING 


The food industry’s outlook is good: expendi- 
tures for food are increasing in proportion to the 
rise in income. Total food sales hit the $75-billion 
mark in 1957, up better than 6%. But too many 
food companies are after the consumer’s money, 
and competition keeps profit margins relatively 
slim. Management is turning new attention on mat 
keting methods to increase the industry’s already 
high efficiency. 


METAL MINING 


For the first time since Korea, virtually all metals 
will be in comfortable supply in 1958. Short-range, 
capacity will exceed normal demand. But current 
expansion programs will proceed with an eye to the 
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future: copper, lead, zinc and iron-ore production 
will have to increase steadily at 3%-5% a year 
Needs for nuclear and high-energy solid fuels will 
open new activities and if international relations 
sag, oil-shale mining in the west could boom on a 
crash-program basis. 


METALWORKING 


The metalworking industries will have a prosper- 
ous year—cither setting a new peak in dollar vol- 
ume or coming close. Last year’s $130-billion was 
an all-time high. Physical volume of goods pro- 
duced should be close to 1957, or down very 
slightly. Capacity at present is a bit too high, but 
this looks temporary. Metalworking has doubled its 
volume of production in the past decade, promises 
to expand 25% in five more years. 


POWER GENERATING 


Power plants will receive over 16-million kw of 
extra capacity this year; almost 14-million will be 
in conventional steam plants. Interest in gas tur- 
bine development continues, and improved super- 
chargers are yielding more specific outputs for diesel 
and gas engines. Hot-water heating and air con- 
ditioning for public buildings and industry repre 
sent good fields for future growth. 


TEXTILES 


Textile manufacturers look for considerable 
short-term improvement this year. Last year saw a 
decline in mill margins and unfilled orders, in re- 
sponse to high inventories. One noteworthy devel 
opment; nylon tire cord made such a strong bid to 
oust rayon tire cord that demand boomed and 
supplies became tight. Three factors will be vital 
to the industry this year: Automobile production; 
tariffs and import quotas; and pressure to abandon 
the “two-price cotton” system and put cotton on a 
freely competitive basis 


TRUCK AND BUS FLEETS 


Fleet business will vary in 1958, depending on 
the fortunes of industries served by a given fleet. 
Common carriers as a whole had a good year in 
1957, but each fleet’s picture is affected by the 
customers it serves. Current truck registrations now 
stand at 10.75-million, truck-trailers at 650,000. 
Phere are now 225,000 buses—expected to expand 
this year to the tune of $250-million for new ve- 
hicles, and $350-million for fuels, lubes, tires and 
materials to maintain all buses now in operation 





Students study oil quality in class .. . 
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And learn service first-hand at the station 


Heres a New Manpower Pool 


Western Michigan's ‘University of Petroleum Distribution’ 


will help meet oil marketing’s need for skilled personnel 


by bringing on-the-job training to college 


SOME CALL IT the University of Petroleum Dis- 
tribution. It has a campus, student body and faculty. 
But most important is what it is: a college-level 
program in oil marketing, the first of its kind at 
any American university. It’s run by Western Mich- 
igan University, at Kalamazoo. 

The oil marketing program this month starts its 
spring semester — the midway point in its second 
year. The sophomores are pulling a switch on the 
usual routine: some will be heading for service 
stations, warehouse and bulk plants instead of new 
classrooms. Those who’ve been in class all fall 
are ready for a new hitch of on-the-job training; 
others are returning to the campus from. their 
jobs in oil marketing. 

This “co-operative” program will require the 
students to take classroom work and on-the-job 
training alternately every four months, starting 
June 24—the admission date for the summer ses- 
sion. The alternate work and class periods have 
been nine weeks up to now. At the end of two 
years, students who complete the program satisfac- 
torily will be deemed eligible for positions in oil 
marketing. Many students, however, take two 
more years of courses that lead to a bachelor’s 
degree with majors in petroleum marketing and 
business. 


140 





This differs from the program at New York 
Community College, Brooklyn, which was the first 
to introduce petroleum distribution courses at a 
college level. That is a terminal program, limited 
to classroom work. 


More Manpower, More Talent 


The Kalamazoo program promises to develop 
into a new manpower pool for oil marketing. What’s 
more, the students should offer a new talent stand- 
ard for their prospective employers because they 
have the benefit of advanced oil-marketing courses 
and actual experience. 

Supporters of the plan see advantages for job- 
bers and consignees, for major companies and 
manufacturers of oil marketing equipment. Com- 
petent graduates would be welcomed by those four 
segments, always on the lookout for able young 
men. 


For the industry as a whole, the program is 
viewed as a means of attracting promising young 
men to oil marketing before some other industry 
picks them off. 

For another thing, jobbers and consignees have 
often wished for a college specializing in oil mar- 
keting to which they could send their sons. Some 


ON W 


o 


NATIONAL PETROLEUM NEWS °* February, 1958 


& 


T 


cae 
— 


a eae 


3 
* 





Student Hoover: ‘Contacts with oil men will help’ 


contend that many business schools are too general 
and theoretical to train young men for oil market- 
ing. 

Students who complete the two-year cooperative 
program don’t have to leave college. Since the PD 
course doesn’t provide a degree, a student may 
remain in college and get one. A broader education 
would thus be added to the marketing background. 
Most majors require college degrees for their mar- 
keting personnel, especially those in selling. 


How the Program Works 


A student applies for admission to the petroleum 
distribution program, in the school of applied arts 
and sciences. He must meet the Western Michigan 
University entrance requirements, which compare 
with average standards. 

If he enters this summer, a student’s curriculum 
will look something like this 

Summer _ session — Business math, business 
speech, and introduction to the industry. This is 
followed by a tour of oil and automotive plants, 
and then a fall semester on the job 

Spring semester—Communication, applied chem- 
istry, selling petroleum products, products applica- 
tion, accounting, electives and physical education 
or ROTC. This is followed by a summer session on 
the job. 

Fall semester—Applied physics, petroleum dis- 
tribution finance, accounting, petroleum products 
handling, economics, communication and physical 
education or ROTC. 

The following spring semester is again spent on 
the job, with a final summer session of petroleum 
products handling and economics. 

The program gives credit equal to 62 semester 
hours; 10 of these credit units are given for the 
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work experience accumulated by the student. 

Students can earn $3,000 on the job during the 
two years. The university estimates the youths will 
work 2,000 hours at a minimum wage of $1.50 an 
hour. The campus outlay runs $2,000 for tuition, 
fees, books, and room and board for two years. 

But earn-as-you-learn isn’t that simple. The 
$2,000 doesn’t cover clothes, travel, recreation and 
living expenses while the student works. So it will 
be a tight squeeze for those who start without any 
funds. 

Who the Students Are—There were 41 students 
in the petroleum distribution course last semester, 
and another 10 are expected to enroll this month. 
That's quite a jump from the six in the first fresh- 
man class. Most are Michigan residents, but one 
comes from as far as Spokane, Wash. And there 
are applications in now from seven states besides 
Michigan. 

Dale D. Hoover, 20, of Sturgis, Mich., is a typ- 
ical student—and one who’s done very well. 

A crack high school athlete with a C average, 
Hoover went to Kalamazoo College for a year. “I 
didn’t do well and dropped out because I didn’t 
have anything to look forward to,” he said. While 
doing odd jobs, he was told about the PD program 
by Al O’Rourke, a Pure Oil salesman and family 
friend. 

“I really like it,” he enthuses. “There is tremen- 
dous room for advancement in marketing.” Dale 
plans to stay on and get his degree before starting 
a marketing career. 

After he graduates, however, he’ll be no stranger 
to oil marketing. His on-the-job experience so fat 
has included 18 weeks in a Socony Mobil division 
training station; 10 weeks in the division account- 
ing office; five weeks in bulk plant operations, and 
four weeks as acting assistant manager of a just- 
opened training station. 

Ihe 40 other students have been gaining similar 
experience with 18 other oil industry employers 
service stations, jobberships and both independent 
and major suppliers. 

These employers are enthusiastic about thei 
DE students. One jobber says of his first student, 
“While we did work with him, he accomplished 
much on his own. He was an excellent student and 
would listen and learn. . . . He would be a credit 
to any company in which he was employed.” 

And a major company official says, “It is my 
opinion that our company would benefit greatly by 
having this student as a permanent employe at such 
time when he completes his formal education.” 


What the Problems Are 


As with all new programs of an experimental 
nature, this one is passing through a critical phase 
Success hinges on two factors. 

e First, the program must draw a good type of 

(Continued on page 143) 
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WMU’s Trimpe (left) and Fidler: they set it up 


(Story begins on page 140) 


youth to attain prestige on the campus and to assure 
perpetuation. Strong student appeal is essential. 

e@ Second, the graduates must perform com- 
petently in both their co-op and permanent jobs. If 
employers are dissatisfied with the quality of men 
and training, the program will be handicapped. 


The program depends on the industry to provide 
part-time jobs for students and openings for the 
grads. And scholarships are needed to attract and 
assist deserving students. WMU officials hope for 
a flow of them from suppliers and jobbers. 


Scholarships can be established for a set amount, 
a given period of time and with “reasonable quali- 
fying conditions.” Since students are assigned in 
pairs, WMU would like to see dual scholarships. 
Two-year tuition is about $700. 

So far, Pure Oil Co. has announced two grants 
of $500 each to students who are employes, or re- 
lated to employes, of Pure; Star Oil Co., Shell job- 
bership in Port Huron, Mich., has established a 
$700 scholarship, effective this fall, for a local high 
school graduate; and jobbers Ike Carnes, Gene 
Machael and Elmer Weissenburger of Clinton, 
lowa, are making a scholarship available to a 1958 
graduate of Clinton High School. 

The Industry’s Role—Impetus for the program 
came from a handful of industry men who spent 
more than a year laying the groundwork. Early or- 
ganizers were Martin Citrin, Citrin Oil; Joseph 
Hadley, Michigan Petroleum Assn.; D. A. Birkes, 
Ethyl Corp., and S. K. Makemson, Bennett Pump 
division, John Wood Co. As chairman of the ad- 
visory committee, Ralph S. Townsend, Pure Oil’s 
southern Michigan district manager, spearheaded 
the project. 


While most majors have avowed support, there 
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General 


Pure’s Townsend: ‘We can’t miss’ 


has not been much for them to do except to proffer 
moral support. They have been asked to help line 
up students. Although enrolment has grown fast, 
there has been no strain making jobs available. 
The Michigan Petroleum Industries Committee 
has approved a $1,800 budget for promotion of the 
petroleum distribution course and for its library 
WMU hopes the majors will keep up the supply of 
education aids. While the industry generally backs 
the program, some companies are uncommitted 


How It Came About 


The idea was planted in 1954 by L. T. White of 
Cities Service Petroleum, Inc., while helping or- 
ganize a high school distributive education program 
in Detroit. 

Immediate interest came from two Western 
Michigan distributive education specialists—Adrian 
Trimpe, head of the DE department, and Wendall 
B. Fidler, now coordinator for the petroleum dis- 
tribution program. They broached the idea to De- 
troit oil men, who pushed it into effect 

How the Future looks—Fidler thinks other col- 
leges could establish similar programs—if spaced 
to avoid competing for students and jobs. 

The federal government provides funds for DE, 
which the state matches. Allocations are made to 
the college by the state. The college then needs 
classroom and laboratory space and an appropria- 
tion for faculty salaries. 

Adrian Trimpe says, “We have many problems 
to work out, but the future looks good. I believe 
we'll have 80 to 100 students eventually.” Martin 
Citrin hopes the program will be broadened to 
include courses for jobbers and their employes. 

Says advisory chairman Townsend: ‘The idea is 
sound. I don’t see how we can miss.” a 
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BLEND WITH ENJAY PARATONE® 


(VISCOSITY-INDEX IMPROVERS) 


Base stocks blended with Enjay Paratone can be compounded into lubricants combin- 

ing cold-weather quick starting properties with high temperature, low consumption 

characteristics. These lubricants are all-season oils, featuring improved gas mileage. 

More and more refiners and blenders are relying exclusively on Paratone to produce 

the high “VI” required in these all-season oils. 

Through years of intensive research and development work with automotive manu- 

facturers, Enjay has developed the only complete line of high quality additives 

(Paramins®) that can assure maximum performance characteristics. Why not let this Pioneer in 
experience and know-how work for you? Write, wire or phone the Enjay Company. Petrochemicals 
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Brief But Significant 


About the outlook for Washington probes 
... Station building . . . new lube products 


@ Justice Dept. and Federal Trade 
Commission are asking only token 
appropriations increases in the new 
“Sputnik Age” austerity budget, which 
has brought renewed emphasis on 
military spending. The Administration 
wants a balanced budget, so the lid 
is being put on many non-defense 
expenditures including 
activity. 


antitrust 


SIGNIFICANCE: Both DJ and FTC have 
enough manpower already assigned to 
oil matters to carry through on pend- 
ing cases. But there may be a tendency 
to hold off on ambitious new cases or 
investigations. 


@ The omnibus excise tax bill, which 
passed the House last year, may 
never get to a vote in the Senate. 
Leaders fear the measure would be 
riddled with “special interest” amend- 
ments offered on the floor, and pre- 
fer to kill the whole thing. 


SIGNIFICANCE: The bill includes a 
provision for tax refunds on gasoline 
destroyed in disasters, declared by 
the President. 


@ President Eisenhower wants Con- 
gress to impose a tax of 3.5¢ gal. on 
jet fuels, and to raise the current 2¢ 
tax on aviation gasoline to 3.5¢. He 
wants the tax rate on both fuels to 
be progressively increased to 6.5¢ gal. 
within four years. 
SIGNIFICANCE: The idea is make air- 
ways users pay for at least part of 
the White House’s big airways modern- 
ization program. This would divert 
some funds from the federal highway 
program. 


® Urich Oil Co., Los Angeles private 
brander, is ending a_ nine-year-old 
practice of bi-monthly drawings for 
a free car. Instead, Urich will modify 
its pricing policy. Competitors’ 
stamps, premiums and giveaways will 
be considered as price reductions, 
and Urich will meet the lowest net 
retail price figured on this basis. 
SIGNIFICANCE: Urich hopes this will 
point the way to ending “hopeless 
price confusion and recurrent and 
destructive gasoline price wars.” 
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@ During the first nine months of 
1957, 7,680 service station building 
permits were issued for station repairs, 
renovations, additions and new con- 
struction, according to the latest Bu- 
reau of Labor Statistics compilation. 
Valuation amounted to $125.7-million. 


SIGNIFICANCE: Building activity was 
off 4.2% compared to the same period 
in 1956. But the dollar valuation was 
up 1.7%. 


@ A new gasoline pump policy rec- 
ommendation has been issued by a 
committee of the Southern Assn. of 
Weights and Measures officials. The 
gist: regulations governing pumps 
should require only accurate measure- 
ment within prescribed — tolerances, 
and not attempt to regulate the man- 
ner in which the device accomplishes 
this. 


SIGNIFICANCE: It’s the first sign of a 
possible trend toward a clear separa- 
tion of sealers’ responsibility and that 
of pump makers and oil marketers. 


@ Phillips Petroleum Co. and North 
American Aviation will “unite 
activities in the vital and expanding 
field of solid propellants for rocket 
engines and aeronautical power units,” 
through a joint-interest company 
called Astrodyne, Inc. Headquarters 
will be near McGregor, Tex 


SIGNIFICANCE: One aim is to advance 
the building of rugged, simple, very 
powerful solid propellant devices that 
can promptly launch a missile. (For 
more on this field see NPN—Jan., 
p-70.) 


@ Members of the House’ small 
business committee have introduced 
legislation to reduce the impact of 
the corporate income tax on small 
businessmen. The measure, backed by 
both Democrats and Republicans on 
the committee, has a lot of appeal in 
an election year—and in a time of 
business recession. 


SIGNIFICANCE: Just the same—unless 
the economic slump gets much worse 
—Congress probably won't vote 
meaningful tax cuts in the face of 
higher defense expenditures. 


NEWS 


@ Starting this month a General 
Motors educational publicity 
will tell car owners why headlight 
aiming should be corrected twice a 
year—for their own safety. As part 
of its “Aim to Live” program, GM 
will stage a $100,000 safety slogan 
contest in March and April. 


SIGNIFICANCE: Marketers can profit 
by taking advantage of GM material 
and tying in with aiming service and 
lamp replacement programs. 


drive 


® Last obstacle to construction of a 
natural gas line into peninsular Flot 
ida has been removed by a U. S. Cir- 
cuit Court of Appeals decision. Flor 
ida fuel oil marketers had brought 
suit to set aside Federal Power Com- 
mission approval of the project, but 
the court affirmed the FPC’s OK. 


SIGNIFICANCE: The $270-million proj- 
ect is eventually expected to serve 
390,000 Florida consumers; only 115,- 
000 now receive manufactured gas. 


@ Ol’ man weather is playing hob 
with crops this year, particularly in 
the South. Cotton growers in the 
Mississippi delta area are experienc 
ing a relatively poor season and citrus 
growers are suffering through one of 
the coldest 
Florida 


winters on record in 


SIGNIFICANCE: Bad crop yields may 
cause many farmers—and other busi- 
nesses—to tighten belts. Oil marketers 
will feel the pinch. 


@ Three major oil companies—Cities 
Service, Socony Mobil and Standard 
of Kentucky are now marketing a 
new heavy duty automotive grease 
compounded with molybdenum di 
sulfide. It’s intended primarily for 
heavy trucks and farm machinery and 
for passenger cars with front end 
suspension systems. 


SIGNIFICANCE: You can expect to see 
more diversification and new products 
in lubrication as companies seek new 
outlets to make up for shrinking 
service Station markets. 





KEEPING JOBBERS HAPPY 


At least one supplier seems to 


have the secret 
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Atlantic distributor meeting hears jobber Joe Wentling put the case for margin changes 


Supplier Meetings Keep These 


iene MEMBERS of Atlantic Refining’s Dis- 

tributor Advisory Committee, which met in 
Philadelphia recently. They had plenty of gripes 
and pleas for help. But Frank Robshaw of Palatka, 
Fla.—an NOJC director—spoke for the group when 
he said, “In my opinion, Atlantic has the greatest 
harmony of any supplier organization.” 

Robshaw says that’s important because he sees 
too many jobbers getting to dislike their suppliers. 
He links this with his belief that jobber public re- 
lations “are at a low ebb, as well as the major com- 
panies’, and I want the public to think well of me.” 

The first session of the two-day meeting was 
devoted to a discussion of these basics: supplier 
assistance, oversupply, margin, contracts, financ- 
ing, price wars, unstable markets, commercial ac- 
counts, station “overbuilding,” direct marketing, 
communications and industry committees. 

Both the distributors and the Atlantic representa- 
tives learned things they hadn’t known before. For 
instance, Howard H. Ingersoll, assistant general 
manager of domestic marketing, said that distribu- 
tors have made less than 5% use of Atlantic’s as- 
Jobbers can give high school grads scholarships sistance programs—except for expansion loans and 
to Atlantic dealer schools, suggests Dave DeTar a series of heating oil clinics. 
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Dick Mitchell praises work of Atlantic consultants 


obbers Happy 


Jobbers R. E. (Dick) Mitchell of Spartanburg, 
S.C., and M. D. (Dave) DeTar of New Oxford, Pa., 
reported they had profited from the assistance of 
Atlantic experts who over-hauled their office and 
operations procedures—at no cost to the jobbers. 

It was Atlantic’s turn to take notice when Sam 
Pearl of Rockville, Conn., said the jobbers did nor 
want contracts that would allow them to purchase 
from other suppliers or brokers at a lower price 
than Atlantic might offer. 

Talk about margins, price wars, and financing 
produced more complaints and requests for action. 
The jobbers indicated that their experience with 
these meetings has led them to expect action as well 
as talk. One example: Mitchell requested 24 hours’ 
notice of a change in tank wagon price. Ingersoll 
agreed immediately to make price changes effective 
24 hours after notification. The company had al- 
ready created the position of distributor marketing 
manager—to be filled this year—as requested by 
the 1956 committee meeting. 

On the second day, the jobbers heard Atlantic 
presentations on the future of marketing, on gaso- 
line quality, and on marketing burning oils, motor 
oil and TBA. s 
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Sam Pearl (left) says if he has to cut back, he 
knows how to do it; Leo Taglang ponders the idea 


“A new kind of lease-leaseback arrangement would 
help the company expand” George London (center) 


Marketing VP Colley swaps jokes with Sam Bohlen, 
Bill Van Voast and Atlantic’s Howard Ingersoll 





Management 





Checklist: 14 Operating Ratios for Oil Men 


Upper 
Quartile 


Ratio of Current Assets to Current Debt 2.70 
Net Profits on Net Sales (%) 4.40 
Net Profits on Tangible Net Worth (%) 14.79 
Net Profits on Net Working Capital (%) 27.56 
Ratio of Net Sales to Tangible Net Worth 14.71 
Ratio of Net Sales to Net Working Capital 22.28 
Average Collection Period (Days) 29 
Ratio of Net Sales to Inventory 39.6 
Fixed Assets to Tangible Net Worth (%) 24.5 
Current Debt to Tangible Net Worth (%) 25.6 
Total Debt to Tangible Net Worth (%) 56.0 
Inventory to Net Working Capital (%) 24.9 
Current Debt to Inventory (%) 75.9 
Funded Debt to Net Working Capital (%) 13.8 


Wholesalers 


Integrated Companies 


Lower Upper 
Median Quartile* | Quartile Median 


1.90 1,51 2.96 2.35 1.85 
0.94 0.37 10.18 7.88 4.37 
7.09 3.72 12.75 11.41 8.91 
19,97 6.74 57.30 42.04 21.51 
6.44 3.66 2.02 1.27 1.00 
14.36 6.03 7.45 5.26 4.39 
33 42 30 38 44 
20.8 12.3 9.9 8.0 7.3 
38.4 65.7 64.4 86.2 99.1 
45.0 116.5 14.4 19.5 30.0 
126.5 193.5 29.7 50.7 69.2 
58.4 96.2 49.6 69.9 82.8 
156.7 234.1 82.9 116.7 151.4 
29.9 137.1 26.2 66.0 1206.2 


Lower 
* 





* Median represents the middle figure in the list—with an equal number of figures above and below. The quartiles are the 
figures that are located one-quarter and three-quarters of the way down the list. 


Match Your Operations With These 


YOU CAN GET an estimate of the soundness of 
your business by comparing your operating ratios 
with the typical figures above. They’re taken from 
the latest Dun & Bradstreet report on “14 import- 
ant ratios.” 

The figures above are the 1956 results for 37 
integrated petroleum companies, and 45 whole- 
salers of gasoline, fuel oil and lubes. Dun & Brad- 
street compiles the ratios for 72 lines of business 
12 retail, 24 wholesale and 36 manufacturing. 

If you don’t have comparable figures for yout 
business, your accountant can help you prepare 
them. The definitions below will be a good guide. 
(You can get the complete report by writing Dun 
& Bradstreet, 99 Church St., New York 13, N. Y.) 


Worth Noting—Some differences between the 
ratios of oil wholesalers and integrated companies 
reflect the differences in their scope and methods 
of operation. For instance, the suppliers’ high per- 
centage of fixed assets to tangible net worth rep- 
resents their big investment in properties. 

Suppliers’ percentage of net profits on net sales 
was higher than other manufacturers, and higher 
than wholesalers. But top wholesalers had a higher 
profit percentage than lower-ranking integrated 
companies, and higher than other types of whole- 
salers. The median figure for oil wholesalers in 
this ratio is low compared with other wholesalers. 

Suppliers were also high, compared to other 
manufacturers, in ratio of net profits on net work- 


ing capital. They were low in net sales to tangible 
net worth, and slightly lower than average in cur- 
rent assets to current debt. 

Oil wholesalers were also low, compared to other 
wholesalers, in ratio of current assets to current 
debt, and in inventory to net working capital. 
They're high in net profits on net working capital 
and net sales to inventory. 

e Average collection period is figured this way: 
divide annual net credit sales by 365 to obtain 
average credit sales per day. Then divide the total 
of accounts and notes receivable (including dis- 
counted notes) by average credit sales per day. 

rhe result is the average collection period. 

e Current assets are the total of cash and re- 
ceivables less reserve for bad debts: advances on 
merchandise; inventory less reserve, and securities 
when not in excess of market. 

e Current debt is the total of all liabilities due 
within one year and reserves for taxes or specific 
contingencies, but not for depreciation. 

e Funded debt is the total of obligations matur- 
ing more than one year from the annual statement 
date. 

e Net working capital is the excess of current 
assets over current debt. 

e Tangible net worth is the sum of all outstand- 
ing preferred and common stocks, surplus and un- 
divided profits, less any intangible items in the as- 
sets (e.g. good will, trademarks, treasury stock) .@ 
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BOWSER SERIES 


REMOTE PUMPING SYSTEM 


HI-RELIABILITY PEDESTALS 


Performance-dependability with tested public appeal result from clean, 
functional exterior and interior design of the new remote pedestals by 
Bowser. A few of many new features are listed below as examples: 


ADVANCED FEATURES 


King-size Tele-View dial. 





Giant optional brand panel. 
Brilliant reflectorized lighting. 

360° visibility monitor light. 
Glide-guide hose snubber. 
Stainless steel scuff plate. 
Easy-start, 180° turn, switch handle. 
Fingertip pushbutton reset. 


2 
* 
a 
a 
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. 
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Self-purging Xacto Meter with top 
inlet, bottom outlet; graphited 
Teflon piston seals; new large dial 











for easy, dry calibration; and new, 





easy-access mountings. 


PARTNERS FOR PROFII 


Bowser “1500” Pedestals with Bowser Extractable 
Pumps provide matched systems of unsurpassed 
efficiency. Low first cost and long, maintenance- 
free service make the combination today’s best 


remote system. 


Write for folder 
“FACTS ABOUT BOWSER | 





REMOTE PUMPING SYSTEMS” 





1301 E. CREIGHTON AVE., FORT WAYNE, INDIANA 
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Three Ways to Run a Car Fleet 


COMPANY 
OWNERSHIP 


ADVANTAGES: Lower operating costs; tighter vehicle 
control; standardization of policies 


DISADVANTAGES: Ties up capital; administrative bur- 


den; maintenance and disposal problems 


EMPLOYE 
OWNERSHIP 


ADVANTAGES: Frees capital; no administrative prob- 
lems; employe cares for his own car better 


DISADVANTAGES: Mileage rate may seem high to 
company, low to salesmen; poor fleet control 


LEASING 


ADVANTAGES: Frees capital; lessor may do mainte- 


nance; models are kept current 


DISADVANTAGES: Higher, fixed costs; overhead can't 
be reduced by greater efficiency 


That’s the consensus of NPN’‘s new survey of marketing car fleet 
policies. And this is one field where jobbers, independents 
and majors must decide policy on the same bases 


YOU CAN FIND plenty of pros and cons for all 
three car fleet systems—company ownership, rent- 
ing from a leasing company, and using your em- 
ployes’ own cars. 

Most majors prefer to own the cars used in mar- 
keting operations. Employe ownership is second 


choice, leasing is a poor third. In general, jobbers 
probably follow a similar pattern. 

This seems to run counter to the rapid growth of 
car leasing outside the industry, which has made 


great strides in the past five years. Almost a fifth of 


all U. S. companies lease their cars. 


Here's How a Company-Owned Fleet Works 


Shell Oil Co.’s policy is a good working example 
of the company-ownership system. Shell owns about 
1,800 passenger cars for marketing use, says motor 
fleet manager W. A. Burnett. The home office au- 
thorizes makes and models for each grade of per- 
sonnel, and sets replacement conditions. The divi- 
sions select the cars they want to use within this 
policy guide and conduct their own negotiations 
with individual new-car dealers. 

Most Shell cars are assigned to individual em- 
ployes. Each is responsible for his car’s upkeep, but 
Shell sets minimum maintenance standards. 

Purchases of gasoline, oil, and antifreeze, normal 
servicing, and repairs up to $25—or a reasonable 
amount set by the division—go on the employe’s 
expense account. New tires, accessories and major 


repairs are paid for by the purchasing department 
on an employe job order; the company has an es- 
tablished relationship with businessmen in each 
market area. 

Individual cars are not assigned to top marketing 
executives, but one is always “at their disposal” 
from a pool of higher-priced models. 

Why This System?—Cost was the main thing 
that led Shell to own its car fleet, but the decision 
was not made on any single factor, Burnett says. 
“I know it’s cheaper for us to own them,” he says, 
though there’s no complete cost analysis of the three 
systems. He feels ownership means lower operating 
costs because vehicles are tightly controlled. Shell 
also prefers ownership because it can maintain its 
own standards of operation. 
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Transportation 


ich One's for You? 


How 10 Major Companies Operate Marketing Car Fleets 


Type of 


Ownership Number Insurance 


Expense Allowance 
(Gas, Oil Depreciation) Maintenance 





Company 241 Co. pays 


Company 375 Co. pays 


Employe 328 Up to employe 
Leased (8%) Co. pays 


Employe (92%) 


Leased 140 


Employe Co. pays costs 


over $50 
Employe Co. pays 


Company Co. pays 


Company Co. pays 


Company Co. pays 
Employe 


Company Self-insured 


Employe 
(incl. in flat rate) 


Up to employe, who 
can buy thru co. 


Lessor, co. share 


Employe buys thru co. 


Employe must buy 


Special credit card Co. pays 


Co. pays via expense Co. pays 
account 


Mileage allowance included in mileage 


Co. pays Co. pays 


Flat rate plus gasoline, Included in flat rate 
oil allowance 


2.5¢ mi. 


Flat rate plus 
allowance 


Flat rate plus mileage 


Lessor does 


il included in allowance 





Included in flat rate 


Co. pays via 
purchase order 


Co. pays via expense 
account 


Co. shop does, or co. 
poys 
Co. shop does 


Special credit card 


Special credit card 


Expense plus mileage included in mileage 


Co. pays via expense Co. shop does most 


account 


Flat rate plus average included in mileage 
of 4.5¢ mi. 


Here's How an Employe-Owned Fleet Works 


Socony Mobil, which used to own its own cars, 
now has 1,672 cars in use on an employe-owner- 
ship system. L. E. Reed, motor vehicle manager, 
says it was the administrative burden of ownership, 
not a cost differential, that led to the change. 

A Socony salesman can choose any make or 
model he wishes, but his auto expense allowance is 
figured on the basis of depreciation for a Chevrolet, 
Ford or Plymouth. 

The auto expense allowance is expected to cover 
all the salesman’s outlays for gasoline, oil, TBA and 
maintenance. Reimbursement is on a combination 
of flat rate and mileage, plus full insurance coverage. 
A man who uses his car only occasionally gets a 
straight mileage allowance and insurance coverage 
on business miles only. 

Socony exerts no influence whatever over main- 
tenance, Reed says. There is a company-wide safety 


contest to encourage good maintenance 

rhe car-fleet program covers salesmen, managers, 
engineers and maintenance men, and field supervi- 
sors. Reed says it’s rare that home office executives 
travel by car, but they, too, generally use their own 

or rent one for a day’s use. Socony has less than 
100 company-owned cars now 

Why This System? 
fleet because of these problems, Reed says: assign 
ment of models to different ranks created prestige 
quarrels; it was hard to control personal use of a 


Socony stopped owning its 


company car; and complete equipment records and 
extensive maintenance facilities were required 
Employe ownership means the employe gives his 
car better care than he would a company vehicle 
Reed believes. The salesman therefore tends to hold 
operating costs down. And employe reimbursements 
are virtually all the car expenses Socony has now 


Here's How a Leased Fleet Works 


Cities Service Oil Co. (Pa.) operates in 13 states 
with a fleet of 140 leased cars and 250 employe- 
owned cars. Operations staffer L. C. Langbein 
believes the company has an unusually good leasing 
deal because it’s an original customer of the leasing 
company; he says bids from other rental agencies 
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don’t come close to the present system 

Cities’ rent covers everything, including main- 
tenance and insurance, except for gasoline, oil and 
tires. The rate is $64 per month per car 
is 21 months on low-priced cars, two years on some 


The lease 


medium-priced autos. (Continued on page 152) 





‘‘We have found that owning our own vehicles is about 1¢ per mile cheaper 


than leasing, and leasing 1¢ per mile cheaper than employe ownership” 


(Begins on page 150) 

Ihe leased cars are assigned to individual sales- 
men, who are paid 2.5¢ a mile for gasoline and oil. 
The company furnishes anti-freeze, skid chains and 
tires. This allowance is figured on prevailing gaso- 
line prices, for a car that gets 15 miles per gal. and 
goes 18,000 miles a year. 

The lessor carries comprehensive and collision 
insurance; Cities pays for liability coverage. 


Why This System?—Langbein cites these leasing 


advantages: no capital is tied up in cars, but the 
company retains some control; and the model is 
always relatively new, which adds to Cities’ prestige 
with its customers. He also cites his company’s low 
rents. These help make up, he feels, for three dis- 
advantages of maintenance leasing: the rent includes 
maintenance costs that may be more than you’d pay 
in your own shop; with costs hidden, you can’t rec- 
ognize overhead; with the rental fixed, you can’t 
reduce overhead. 


How the Three Fleet Systems Stack Up 


Owning, leasing, and employe operation are hard 
to compare directly, because few oil companies have 
experience with all three systems. But there’s gen- 
eral agreement on the factors to be weighed: 

e Your capital. Whatever the advantages of 
owning your cars, it ties up a large investment on 
which you get a comparatively small return. 

e Your cash, A Dartnell Corp. survey of sales 
departments in all industries suggests company own- 
ership means lower operating costs. Ohio oil says, 
“From our past experience we have found that own- 
ing our own vehicles is about 1¢ per mile cheaper 
than the employe-owned vehicles.” 

e Your taxes. Operating costs, employe reim- 
bursements and rents are all tax-deductible; you'll 
want to choose the system that suits your tax situa- 
tion. Ownership also allows depreciation reserves. 

There are also intangible factors like your em- 
ploye’s satisfaction with your system and their cars. 
Another is the prestige of having cars replaced more 
frequently. Leasing does this best, company owner- 
ship next best, and employe ownership worst—since 
some salesmen may be willing to drive the same car 
for five years or more. 

Actual costs are hard to compare because each of 
these factors can be given different weight. General 
Petroleum says the operating costs of company- 
owned and employe-owned vehicles are about the 
same, while leasing the cars GP now owns would 
cost about $30,000 a year more. That’s not worth 
the tax advantages or freeing capital, in GP’s view. 

Another West Coast major disagrees. It leases 
“hundreds” of cars because it ties up no capital; 


expenses can be written off completely; and the les- 
sor services the cars. 

A negative view of employe ownership comes 
from a Midwest major that has tried it twice in the 
past 25 years, “both times to our sorrow.” It’s now 
sticking to company ownership. An official says 
salesman ownership was unsatisfactory for three 
reasons: the mileage allowance exceeded the cost of 
company operation; the allowance was still too low 
for the salesmen; and the company lost control of 
the type of car used. 

The distance a car travels every month can affect 
operating costs, too. Continental Oil figures it’s more 
economical to use an employe-owned car for a man 
who travels up to 1,200 miles a month; above that, 
a company-owned car is cheaper. 

Several jobbers mention another advantage of 
company ownership: a company car can be a fringe 
benefit to a salesman allowed to make personal use 
of the car. One distributor says this alone is worth 
the capital expense of fleet ownership. Another re- 
serves company cars for his two key men, lets the 
other salesmen use their own. 

This is less important for majors, which try to 
restrict use of company cars for personal needs any- 
way. Many allow only “limited use” — in the em- 
ploye’s home territory. Others pay for insurance 
coverage only on business miles. 

he oil industry hasn’t taken up leasing cars as 
much as other industries. Leased vehicles are used 
by 19.6% of companies in the Dartnell survey of 
all industries. Only three of 21 oil companies sur- 
veyed by NPN use leasing. 


What Kind of Cars Should You Use? 


Ford, Chevrolet and Plymouth dominate the list 
of makes used in major-company fleets. But there’s 
a tendency to pick the medium-priced model rather 
than the lowest of the “Big Three’—and an. in- 
creasing trend to use more of the medium-priced 


makes. This follows over-all car fleet buying trends 
reported by Fleet Owner, a McGraw-Hill magazine. 

Selection of make and model for company-owned 
cars involves prestige and status symbols. The usual 
rule is more expensive cars for higher ranks. At Gulf 
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“The type of car a company buys is determined by four things . . . operational 


efficiency and economy, safety, salesman’s comfort, and resale value” 


Oil, for instance, men on the division manager level 
can choose between Cadillacs and Imperials. Sales- 
men must pick from the Chevrolet 150, Ford Cus- 
tom and Plymouth Plaza. 

Ohio Oil similarly offers salesmen a choice of 
Chevrolet Biscayne, Ford Fairlane and Plymouth 
Savoy. District men get a Buick Special, DeSoto 
Firesweep, Dodge Royal, Edsel Pacer, Mercury 
Monterey, Oldsmobile 88 or Pontiac Super Chief. 
All are four-door hardtops. 

Paradoxically, Socony found prestige selection 
a problem when it owned its fleet—but Reed says 
a division manager who drives his own Ford doesn't 
care now if a salesman buys himself a Cadillac. 

Reciprocity is often a consideration in buying 
cars, and at least one major includes a Volkswagen 
and an Austin in its fleet for that reason. 

What About Accessories? — Heater, defroster, 
turn signals and safety equipment are standard with 
most companies. In the last few years, automatic 
transmissions have been added to most specification 
lists. Only one major says it buys power steering 
and power brakes for all ranks. 


Air-conditioning and even radios are considered 
superfluous by most companies except for top ex- 
ecutives. But a Southwest major allows salesmen to 
have both installed at their own expense. 

Decision Factors rhe types of car and acces- 
sories a company buys are determined by four 
things, some of them overlapping: operational effi- 
ciency and economy, safety, salesman’s comfort, 
and resale value. 

Phe factors are subject to interpretation, however. 
[he company that provides power brakes and steer- 
ing also says, “We don’t provide too much in the 
accessory line for personal comfort.” The power 
equipment is considered a safety item. 


Resale value may often be the deciding factor in 
determining what accessories to put on a company- 
owned car or what line to buy. Automobile 
manufacturers say higher recovery values are the 
main reason for the increasing use of automatic 
transmissions, reports Fleet Owner. And a Carolina 
jobber says he buys cars two notches up from the 
cheapest, but more than makes it up on resale 
when replacement time comes around 


Solving Three Big Car Fleet Problems 


Expense allowances for employe-owned cars lead 
the list of problems that afflict car fleet managers. 
How should they be computed to reflect costs ac- 
curately? Will salesmen feel they’re being short- 
changed? 

Socony solves the problem by keeping cost rec- 
ords on all employe-owned Fords, Chevrolets and 
Plymouths. These are summarized twice a year, and 
the summary becomes the basis for reimbursement 
for all cars. Thus the employes’ own performance 
determines what they get; “that’s one element that 
makes it seem fair and acceptable,” says motor 
vehicle manager Reed. 

Depreciation and insurance, often more difficult 
to figure than proper gasoline and oil expenditures, 
are the variables that explain the differences be- 
tween many oil company plans. 

The depreciation problem has led Cities Service 
to provide two different sets of allowances, for cars 
over and under three years old. 

Cities pays 9¢ a mile for a car under three years 
that runs less than 1,000 business miles a month. 
For more than that, the rate is $60 a month plus 3¢ 
per mile. A car over three years draws 8¢ a mile 
for less than 1,000 miles and $50 a month plus 3¢ 
per mile for more than 1,000 miles a month. 

Another major varies the flat rate according to 
“insurance cost areas.” Boston and Chicago, for 
instance, might call for the same insurance rate, 
and Carolina farm country for another. It also 
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varies the mileage rate between urban and rural 
areas 

Sometimes a graduated allowance seems more 
equitable. General Petroleum reimburses employes 
according to the type of car they’re entitled to, 
regardless of what they actually drive. Top brass 
rate Cadillacs or Lincolns, supervisors are entitled 
to Buicks, Mercuries or Dodges and salesmen get 
the low-priced three 

For the top class, the monthly rate is 9.5¢ a mile 
for the first 500 miles, 8.5¢ for the next 500, and 
7.5¢ for the remainder. For medium-priced cars, 
the rate is 0.5¢ lower than the top, and salesmen 
get O.S¢ less than the middle group 

\ Massachusetts jobber reports that a flat rate 
of $70 a month and no mileage allowance satisfies 
his salesmen and saves him the trouble of book- 
keeping for mileage expenses. His cars average 
under 1,000 miles a month 

Who Does Maintenance?— This is the second 
headache of car fleet operation. The majority of 
companies make the employe responsible for hav- 
ing maintenance done. In employe-owned fleets, 
who does it and where is up to him. In leased 
fleets, the lessor services the car if it’s a mainte 
nance lease; otherwise the company must see to it, 
just as it would with a company-owned fleet. 

In company-owned fleets, whether or not the 
employe is responsible for maintenance, there’s no 

(Continued on page 154) 
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**Jobbers in particular may find it 


more economical and efficient to 


ss 


do their own maintenance ... 


(Begins on page 150) 


one pattern to determine who does it. Some com- 
panies try to do all major repairs in the company 
shops. Others say they do it in their own shops 
if the workload permits, or farm it out. Still others 
have the work done by independent garages or 
car dealers. The company may specify the garage 
or leave it up to the employe. 

The problem is not complex, despite the differ- 
ent answers. If you do maintenance in your own 
shops, you save money but you tie up mechanics 
and facilities. If you farm maintenance out, you 
add to your cost of operation. 

Some companies let their salesmen decide where 
to have maintenance done; others, like Shell, work 
on a continuing basis with specific garages. 

A major-company official suggests that jobbers 
in particular may find it more economical and ef- 
ficient to do their own maintenance. He says this 
is true for the same reason more jobbers like to 


cars, they can’t afford to have one out indefinitely 
because of poor operation or a garage’s crowded 
schedule. A major’s division, however, won’t miss 
one or two cars at a time. 

When’s the Time to Replace?—Companies with 
employe-owned fleets don’t usually worry about 
replacement. They leave it up to the individual. 
Companies with leased fleets, of course, have the 
car replaced when its lease expires—usually at the 
end of two years. 

For company-operated fleets, replacement poli- 
cies must consider depreciation values as well as 
efficient performance. “Three years or 60,000 
miles” is the phrase from which most discussions 
take off. One company puts replacement time at 
three years or 50,000 miles—‘‘just ahead of major 
repairs or replacements.” 

A Midwest major has a variable policy. It re- 
places a car in a year and a half if it has been 
driven 30,000 miles; in two years at 40,000 miles 
and in three years at 45,000 miles. 

One jobber says he doesn’t replace a car “until 
it needs it. That might be one year or five.” He’s 
replaced cars at 10,000 miles and at 80,000. But 
he doesn’t have to set a fixed policy the way a 
major company does, because he or his operations 
chief is there to check the car out if it’s an excep- 
tion to the rule. But he, too, puts his average car 
life at three years. . 
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OF THESE TWO REVOLUTIONARY “*” NEW FIXTURES 
DURING THE PAST YEAR! New RAPID-START 
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GREATLY EXPANDED PLANT 
FACILITIES! 


FASTER DELIVERY SCHEDULES! 


EXCITING NEW PRODUCTS 
TO LIGHT YOUR WAY TO DEDICATED TO QUALITY AND SERVICE 


GREATER PROFITS! MANUFACTURING COMPANY 


1736 Dreman Ave., Cincinnati 23, Ohio 
Write For - PR p E Catalog PIONEERS IM FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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National Petroleum News 


. . iS inaugurating with the March 1958 issue a regular series 
of research studies designed to discover what in National 
Petroleum News is of interest and value to you, and what isn't. 


This research program will be conducted by means of per- 
sonal interviews with about 1 50 of you for each issue studied. 


So, if one of the interviewers calls on you, please give him 
the best cooperation you can. Remember, he's trying to find 
out how we can make NPN more useful to you. 
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$59,000 Nationwide Sweepstakes 


introduces new 


Seal of Protection Program 


...-the greatest filter-selling program 


in automotive history! 


ii 








Here’s your Purolator prize and profit story 








Win ?1000 


Nationwide 


5 Grand Prizes of 
$1000 Savings Bonds... 





2000 Other Prizes of 
$25 Savings Bonds... 





2005 Prizes in all— 
for Service Men Only! 


Purolator is literally giving away $55,000 in 
the easiest money-winning program ever 
dreamed up in the filter industry. 


There’s nothing to buy or sell—no jingles 
to write—no puzzles to solve. 


What’s more, this terrific Nationwide 
Sweepstakes is for automobile service men 


exclusively. It’s open only to the men who 
get “under the hood”’ in service stations, 
garages, dealerships . . 
customers. 


. all of them your 


There’s no limit to the number of entries 
automobile service men may submit. The 
more entries there are, the better your 
customers’ chances to be winners! 


Get your Free Purolator Nationwide Sweepstakes Kits NOW! 


No Jingles! No Puzzles! Nothing to Buy or Sell! 
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in Purolators 


Sweepstakes! 


These simple steps mean prizes 
and profits with Purolator! 


Dealers Get Free Nationwide 
Sweepstakes Kits with supply of 
Purolator Seal of Protection Stickers 


Each Kit contains 2 booklets—each with 20 Seal 
of Protection stickers, plus postage-free entry 
card in the back. Sweepstakes runs from March 1 
through April 30, 1958. 


Service man notes License Numbers of 
cars on Sweepstakes entry card, 
then mails in 


_4>—— 

| fA abs 
{ 

S 


cs] 
The postage-free Sweepstakes entry card at the 
back of the 20-sticker booklet has a place to 
enter the license of each car that gets a sticker. 
When the 20 cars are entered, the card is com 
pleted and mailed. 


| 
} 


Urge your customers to enter as many com- 
pleted cards as they can. 


2 Service men put a Seal of Protection 
Sticker on every car 


Service man tears off the sticker—puts it on the 
door jamb. The Seal of Protection represents a 
Purolator Filter sale at the time he puts on the 
seal—or serves as a future filter-change reminder. 


PUROLATOR 


On Fig 


‘yt 


Get complete Nationwide Sweepstakes rules and 
details along with your supply of Nationwide 
Sweepstakes Kits now! 

You can’t afford to miss out on the important 
opportunities of this big Purolator giveaway 
and the big profit-and-volume potential of the 
Seal of Protection Program. 


No matter how you figure it—you’ll come out ahead! 





PurOlator puts you ahead with more »> 
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Hurry! Time is running out on 


Biggest value yet 
... pre-packed in the 
Purolator Filter Bonanza Package 


This handsome Troy robe, large 50” x Sells everywhere for $8.95! Made of 
60” size, and waterproof zipper carrying Orlon and Rayon. Use it a million and 
case costs dealers yust $1.98 when pur one ways. It cleans like a dream... and 
chased with the Purolator Bonanza Deal. stands up to wear. 
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the big value and profit deal! 


Your Dealers 1958 
Purolator Bonanza 
Bonus! 


Here's the Purolator sales deal 
dealers can't afford to miss! 


THEY BUY. pee) Purolator refills Robe, carrying case and refills 


.. . fast movers dealers always use... all in one package 


at regular prices. 
. , And to help te// motorists . . . to help 


THEY GET_a ieeeiiul Seen sel] motorists . . . Purolator backs you 


: ; : and your dealers with the biggest adver 
robe, with zipper carrying case for only 


$1.98. Sold at better stores everywhere 
for many times more. 


tising campaign ever, to introduce the 
Purolator Seal of Protection this Spring. 


PUROLATOR PRODUCTS INC. 
Rahway, N. J.; Toronto, Ontario, Canada 


What a team to clean up with! 


ib 
m7 PURQLATO re 


. 
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. 


OIL AND AIR FILTERS 
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LOOK AT ME? That's the theme of all top station 
promotions. Whether you dole out T-shirts, bring 
in a clown, or give away sacks of potatoes, the 
idea is to draw attention to your stations. 
Giveaways, contests and carnivals all work well 
It all depends on your dealers’ enthusiasm—and 


What Makes a 


Giveaways lead the list. Experts say 


hot ones have three common elements: 


@ New twist on familiar idea 
e@ Recognizable value 


e@ Functional or emotional appeal 


how much backing you're able to give them 

But experts say the something-for-nothing instinct 
sull draws the biggest crowds. For dealers and 
jobbers, this means one thing: you've got to give 
to get. Here’s a rundown of hot giveaway ideas 
that have clicked for marketers across the nation. 


In Giveaways, It's Something for Everybody 


A perennial favorite is glassware—a functional 
item that’s always in demand. [ts an old premium, 
but there are plenty of twists. 

For Locals—Leonard Refineries pulled off a hot 
glassware promotion by tying in with a big event 
in its marketing area: opening of the new Mackinac 
Bridge, connecting Michigan’s upper and lower 
peninsulas. 

Local interest in the opening ran high, since the 
bridge eliminated a bad bottleneck for hunters and 
vacationers. Leonard got into the act with a 16-07. 
white frosted tumbler carrying a three-color. silk 
serecn picture of the bridge. One glass was given 
with each LO gal. of gasoline. Radio, TV, news- 
papers and billboards heralded the offer, along 
with point-of-sale station banners. 

Leonard says business at cooperating stations Is 
up about 16°. Glasses ran out part way through 
the campaign, and customers got cards to be re- 
deemed when the next load arrived. Over 1.5-mil- 
lion glasses were distributed; cost of the campaign 
was estimated at $62,000, shared by company, 
jobbers and dealers. 

Some companies use self-liquidating promotions; 
others charge a price to help detray costs. Hancock 
Oil does this with the 32-0z. cocktail shakers it 
employs at openings. The shaker its sold for 25+ 
with an eight-gal. purchase of gasoline. Matching 
1 1-oz. tumblers are available at T1lé each with a 
five-gal. purchase. Hancock shares costs with dis 
tributor and dealers 


Kor the Housewife—Staple food items can be 


good drawing cards for service station promotions, 
both on highways and in neighborhood locations. 

Sugar is a favorite. Frontier gave away a 5-lb. 
sack with every 10 gal. of gasoline at a promotion 
in Colorado Springs. Sales promotion manager Dale 
Wright calls the stunt “the best promotion we ever 
had.” 

The same opening featured a western band 
broadcasting from the station, and drawings for 
free gasoline in one, two and five-gal. quantities 
Fotal cost was $1,200, but in t’o days Frontier 
unloaded more than 1,000 sacks of sugar and sold 
more than 12,000 gal. of gasoline. 

Bay Petroleum Co. got even more mileage out 
of sacks of sugar in Colorado. Hi-Way Oil Co., a 
Bay jobber, gave away five-pound sacks with each 
$2 purchase at a station opening in Pueblo. Hi-Way 
president James E. Gladney hired a total of 30 
attendants for the station. Total cost for the one-day 
opening was $3,000, but Gladney gave away 
18,000 Ib. of sugar and sold 27,774 gal. of gasoline 
in the 13!2-hour period. 

Potatoes are another hot attraction. Shell stations 
in Springfield, Il. recently ran a “Free Tater Day” 
and the idea has spread as far east as Shell's 
Boston district. 

Holidays are often tied in with food giveaway 
promotions. Retailers hold drawings for Thanks- 
giving turkeys, Christmas cookies, Valentine candy 
and nearly anything else you can name. 

Gulf Oil Co. last year built a successful promo- 
tion around the giveaway of raw eggs at Easter. 
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Merchandising 


Good Station Promotion? 


fen stations in Bay City, Michigan, purchased a 
load of eggs at bulk prices, added candy for kids, 
staged a parade complete with Easter Bunny cos- 
tumes, and even persuaded the mayor of the city 
to join in. 

For the Kids—Sinclair Refining Co. and Kerr- 
McGee Oil Co. are both on the T-shirt bandwagon. 
Kerr-McGee T-shirts feature pictures of cars 
antique, modern and futuristic. On the back is the 
Deep Rock trademark and the legend “My Dad 
Uses Deep Rock Gasoline.” Individual dealers or 

jobbers can substitute their own imprint. 

Kerr-McGee sells the shirts in volume for 29% 
apiece. The company backs the campaign with 
point-of-sale promotional material, radio and news- 
paper advertising. Last year, more than 200,000 
shirts were distributed. 

Sinclair's shirts sport a picture of Dino, the 
Sinclair dinosaur, and the legend “Drive with Care 

Buy Sinclair.” Dealers pay 28¢ apiece for them 

For the Table—Stainless flatware is an increas- 
ingly popular station giveaway. Frontier and 
Champlin Refining Co. are both using hostess sets 
imported from Japan as self-liquidating premiums 
(NPN—Jan., p05) 

Signal Oil Co. is offering silverware packages 
place settings or serving pieces—at 49¢ and 59¢ 
apiece. The basic purchase required is usually 
eight gal. of gasoline—except in Utah, where sale 
of merchandise cannot be tied to purchase of 
gasoline. There, one package may be purchased 
during each visit to a station 

Phe value of this promotion, says Signal, is that 
it keeps bringing customers back. Signal reports an 
average of 12 or move contacts per customer, as 
housewives try to build complete settings 

Signal’s price to the customer is about half ihe 
price in retail stores. Even at that, dealers make a 
small profit. Initially, the promotion was tested in 
55 stations, but its expected that more than 200 
will carry the line. 

The promotion is used both at ovenines and at 
stations in gallonage trouble. Individual gains as 
high as 32.9% in two months have been reported 


Signal backs up the program with radio ads and 
heavy point-of-sale promotion 


For Collectors— Tidewater Oil Co.'s western di- 
Vision ran its most successful promotion almost 20 
years ago. It was a giveaway of stamps picturing 
scenes of historic and geographic interest. Books 
explaining each scene were given out, and 200 
different stamps were printed over a two-year pe 
riod. Some were general, and could be obtained 
anywhere. Others were local; to get them required 
travelling to the area involved The idea was to get 
more people into the company’s stations and to 
stimulate travel in its marketing area 

Cost, including advertising, was almost $60,000 
a year. But the company got sales increases when 
competitors were reportedly sagging 2.5% to 
LO.S% 

\nother “collector’s item” promotion is Cities 
Service’s giveaway of antique car pictures. Mer- 
chandising manager Allen Griswold says, “We've 
literally been swamped.” 


For the Fans—One of the biggest company-wide 
promotions going is not strictly a giveaway. It’s 
Union Oil Cows 76 Sports Club 

The program is built around a weekly TV show 

the 76 Sports Club—emceeed by Rev. Bob 
Richards, Olympic pole-vault champion. Five min 
utes of each half-hour show are devoted to local 
sports news, broadcast by individual TV stations 

Dealers are being encouraged to pick up the ball 
from there by sponsoring sports clubs centered at 
their stations. Some giveaways are included in this 
end of the promotion—w eekly drawings tor foot 
balls, game tickets and sports equipment. But that’s 
not all. There ll be sports ¢ linics, rallies and spon 
sored teams in local leagues 

Union will also offer booklets on the fine points 
of sports, plaques for outstanding local athletes, 
banners and posters for stations and a publicity 
program to attract notice in local papers. Alto 
gether, the company will invest about $1-million 
in the program. Its planned to show results over a 
long period, but Union says some stations are 
already sporting increases of up to 4% 


What Makes a Giveaway Promotion Pay Off? 


A lot depends on your area and your timing 
But marketers agree that most good giveaways are 
new twists on familiar ideas, have recognizable 
value, and have functional or emotional appeal 

Phe actual giveaway is often only a small part of 
a large plan for upgrading a station. Experienced 
marketers say they look for volumes about five 
times normal during a promotion. This is welcome, 
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but often it doesnt make up for the $8O0-$1,000 
that a topnotc h promouon Costs The real bread 
and butter is the expected 15-20 business in 
crease that can be held over a long period 

One major executive say We run promotions 
Ihe first is to 
vet people into our stations and impress them, and 


and giveaways tor only two reason 


the second 1s to develop personal contact 3 





RED JACKET susmersiBLe 


Here is the kind of simplicity it takes to flexibility in station layout. The use of Red 


keep costs down, keep efficiency high stay Jacket submerged pumps now prepares your 


ahead of competition! With Red Jacket stations for any future changes in dispenser 


“Extracta”’ remote pumps, you are through design. 
with maintenance and operation expense on a ’ 
} ; ae Write today for complete details on con- 
dispenser air eliminators, belts, pulleys, ro- : L : i 

; struction, Operation, prices and delivery. 
tary pumps, packing glands and bypass 
valves. You're able to locate storage tanks 


remote from islands and driveways — greater 
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JACKET MANUFACTURING COMPANY 


Petroleum Equipment Division 
DAVENPORT, IOWA 
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*% Not affected by any Users report: "Best * Greatly reduces maine *% Made by the pioneers 


future changes in dis- Efficiency'' — "Best tenance and operation of V3 and '/2 H.P. "Ex- 
pensing equipment Service and Perform- costs tractible" Submerged 
ance’ — "Best Motor" pumps for economical 


remote pumping 


Designed, built and perfected by pioneers of Extractible Submerged Pumps —a specialty since 1878 
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Sun Prepares Its Five-Grade Debut 


SUN OIL CO. will 
devil” out of its new five-grade sys 
tem 

That's the way Madison Avenue 
admen interpret Sun’s shift of its ad 


merchandise the 


vertising account from Erwin Wasey 
Ruthrauff & Ryan to William) Esty 
Co 

Sun insists “there will be no change 
of strategy,” but says it will increase 
us ad budget $1-million this 
yeal 


about 


Fsty has a good merchandising rep 
ulation and the agency’s appeal may 
pornt 
Esty now holds the Camel cigarette 
“And after all,” one adman 
points out 


have been built) around this 
account 
“You have somewhat sim 
Har problems in the two lines. Belies 
ability is the biggest 


Esty has also had a hand in intro- 
Winston 
expel ience 


ducing new cigarette brands 
and = Salem—and _ that 
could help in’ ushering in the five- 
grade system on the East Coast 
retains Sun’s $300, 


business. 


Erwin Wasey 
QOO industrial 
But that’s small consolation, observers 
say, for the loss of $5-million, Sun’s 
expected 1958 Previous 
Sun budgets have nudged $4-million 

Sun ts the second big oil company 
to shift its advertising account within 
the last few months. Tidewater led off 
late last summer by moving from 
Buchanan & Co. to Foote, Cone & 
Belding. At the time, 
tralized its advertising Operations, put 
ting all advertising 
under one ad manager 


advertising 


budget 


lidewater cen 


company-wide 


Union Draws a Bead on Local Markets 


SELL LOCAL”’—that’s Union Oil 
Co.’s answer to increasing competition 
The new emphasis in the company’s 
advertising, sales and promotion pro 
grams is on the local market 
Here’s what Union's doing to con 
vert the slogan into action 
marketing 
been split into Tl smaller divisions 


e Four territories have 


e A new post—merchandising man 
ager——has been created in each of the 
divisions 

e Market-wide “blanket” advertising 
will be backed up by local sales em 
phasis. For instance, five minutes of 
Union's network show The 76 Sports 








E x 
PE aa span 


Club, are set aside for local sports 
casts by individual TV. stations. And 
for the first time, Union is taking ads 
in weekly newspapers 

e Dealers are being encouraged to 


form “76 Sports Clubs” as booster 
and fan organizations in’ their own 
communities 

The emphasis on local selling pene 
trates the Union organization from 
top to bottom. Driving torce behind 
the new program is A. (¢ Rubel, 
Union’s president. He's pushing the 
concept at meetings with the new 
other 


merchandising managers aad 


field sales personnel 





“Do you have any old-fashioned, pep-less gas? 


NATIONAL 


°98 Vending Outlook: 


For a Coin in the Slot, 
You'll Be Getting a Lot 


THIS YEAR will see rapid develop- 
ment in the vending industry, says 
Robert Z. Greene. He’s president of 
Rowe Mfg. Co., a vending machine 
maker. 

Here are some things to look for: 

e A 24-hour “robot restaurant” 
capable of delivering complete meals 
in less than 20. seconds. 

e Fresh-brew coffee machines that 
utilize refrigerated cream and gran- 





ulated sugar. 

e More food vending machines 
selling eggs, milk, bread and meat at 
service stations and other 24-hour lo- 
cations. 

More than $250-millon in food 
products were sold through vending 
machines in 1957, Greene says. Sales 
in 1956 totaled $200-million. The en- 
tire vending industry topped $2-bil- 
lion in sales in 1957, 
S1.9 billion in 1956 


compared to 


Billups With Bubbles 


AN ENTERPRISING Billups Petrol- 
eum Co. supervisor in) Miami has 
added a new line to the company’s 
products: Billups Up 

Its a soft) drink, custom-blended 
locally. Supervisor Charles Stiwalt 
dreamed up the idea with a soft-drink 
salesman tn his area. Miamians seem 
to like the concoction: sales of Billups 
at the cooler are almost as good as 
at the pump, Stiwalt reports. 

Billups figures tn another 
merchandising beat, too. Future sol- 
dier Elvis Presley stopped at a Pales- 
tine, Tex., station and bought a red 
and white panda bear while his car 
was being serviced. Presley’s hit song 
Teddy Bear gave a big boost to teddy 
bear sales at Billups stations last fall 
(NPN—Dec. °57, p.98) 


recent 


Spice Without Seasoning 


REBELLIOUS Henry Prestholdt (“I 
am the first price cutter in Upper 
Midwest’) took a full-page ad in the 
North Minneapolis Post to wish his 
customers a Happy New Year. Un- 
like most seasonal ads, Prestholdt’s had 
no seasonal motif. Instead, the page 
featured an artist's conception of Pres- 
tholdt’s only station, a 400,000-gal.- 
a-month outlet marketing under his 
Old Colony Gas & Oil brand. (NPN 
Oct: 3:7; 4p.153) 
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Bulk Plants and Terminals 


NEW $700,000 heavy oil terminal is strategically located to serve Ohio’s Mahoning Valley industrial belt 


How Allied Moved a Terminal 


The Problem 


The Solution 


BY MOVING 35 miles up the Ohio River (see 
map), Allied Oil Co. is zeroing in on a growing 
industrial oil market. The objectives: better service, 
more business, lower distribution costs. 

Allied is a division of Ashland Oil & Refining 
Co., based in Cleveland. Before the move, it served 
the 20,000-sq.-mi. Youngstown (Ohio) area from 
a 200,000-bbl. heavy oil terminal at Follansbee, 
W. Va. Now it serves the same market from a 
214,000-bbl. terminal at Wellsville, Ohio. 


How Relocation Helps Allied 


At Follansbee, Allied was 80 miles from the steel 
mills and other heavy industries in the Youngstown 
area. Now the distance from many accounts has 


168 


Allied Oil wanted more industrial volume at lower cost 


Building a new terminal closer to the heart of the market 


been cut almost in half. Some further benefits: 
@ Accounts get quick, short-haul deliveries. 
lruck and transport turnaround time is down. 
e@ Allied can shoot for more new business. The 
new terminal is geared to an expanding market, 
can handle an annual throughput of 150-million 
gal. (Follansbee was limited to 100-million). It’s 
now operating around the clock with three shifts. 
e Allied has all its old distribution advantages. 
It still brings product in from the Gulf by eco- 
nomical barge transportation. It’s still linked by wa- 
ter to Ashland’s Catlettsburg, Ky., refinery. Extra 
haulage costs upriver are trifling, says Allied. 
e@ More efficient equipment picks up operations. 
Steam generating equipment, for example, can pro- 
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Move to new terminal puts Allied in industry’s lap 


duce 60,000 Ib. per hour against Follansbee’s 33,- 
QOO. Because of increased storage, bigger steam 
generating equipment is needed—but some of this 
can be used to speed barge unloading by heating 
up barge loads of No. 6. 

Pumps deliver 500 gpm at the rack, against Fol- 
lansbee’s 350. Loading a 6,000-gal. transport takes 
five minutes less than it did before. 

Four-inch loading spouts replace Follansbee’s 
three-inchers. Allied says they cut foaming, mean- 
ing less time lost in topping off 


Here’s Your Tour of the Terminal 


Most of Wellsville terminal is new from the 
ground up. But Allied did move a floating dock 
up from Follansbee. It carries barge unloading 
equipment like hoses, pumps and mechanical geat 

Mooring—The dock is a rehabilitated six-com- 
partment steel oil barge, 120x30x7. Allied says it 
has three advantages over shore-based equipment 
automatic adjustment to river level; more economic 
pumping, because of this factor, and less manpower 
required for unloading (with equipment close to 
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Gangway and piping move up and down 


barges, one man can handle all the unloading) 


The rest of the docking setup consists of four 
steel sheet pile cells—common on the Ohio, but 
not used extensively elsewhere (NPN, Aug. °57 
p1l20). Allied says they stand up to rough treat 
ment from barges and water pressure, and permit 
unloading to continue regardless of a rise in river 
level 

Iwo cells are 20-footers, one is 16 ft., and one 
is a 5-ft.-7-in. dolphin. All extend 40 ft. above 
normal pool stage of the river, and can handle four 
jumbo barges or nine dumb barges. Cells are filled 
with sand and gravel 


Storage—It breaks down into two 80,000-bb! 
tanks and one 54,000-bbl. tank 


Brown vertical fintube heaters in the tanks keep 
oil at 90° F storage temperature and Griscom-Ru 
sell Co. suction heaters (26-in. diameter) boost the 
temperature to 120° F as oil goes to the loading 
rack. Suction heaters extend 25 ft. into the tank 
from loading cocks, and oil passing over. th 
steam fintube coils is heated to the right tempera 


ture almost at once (Continued on pave 170) 





Bulk Plants and Terminals 


Rack at new Allied heavy oil terminal speeds up loading, thanks to 500-gpm pumps and four-inch spouts 


(Begins on page 168) 


Steam flow into these heaters is controlled 
by Fulton-Slyphon gas-actuated regulators (Model 
923-C) outside the tanks 

Piping 
age through an uninsulated 10-in. line, but its main 


Allied pumps oil from barges to stor- 


output line to the racks is an insulated 8-in line. 
It cuts down to 6-in. through the rack, then goes 
down to 4-in. at the spouts 

Insulating prevents oil from losing most of tts 
120° F heat. Maximum loss even on coldest days, 
Allied says, is 20 
heat so that it can easily be pumped trom transports 
at the end of the line 


As a result, oil retains enough 


Allied has a 6-in. line that carries steam heat 
to warm oil in barges up to 120° F before pump- 
ing the oil into storage. Both the 10-in. input line 
and the steam line are carried to land over an 85- 
ft. steel gangway that is pivoted at the land end 
fo take care of any change in river water level 

Steam Plant—To get the steam it needs—60, 
OOO Ib. at 155 pst—Allied uses two Erie City Iron 
Works water tube boilers together with Erie City 
steam atomizing (Size 21) oil burners that burn 
No. 6 oil at 250 gal. per hr. Niagara fuel oil 
meters on the supply line record fuel consumption 
by the burners 


Additional accessories include | Minneapolis 
Honeywell steam flow regulators on the boilers and 
Homestead lubricated plug valves on oil lines 
Pumps—Input pumps on the floating-dock barge 
are two Blackmer 750 gpm motor-driven rotaries 
Output pumps are two Sier-Bath rotary gear units 
that operate at 1,200 rpm and have a capacity 
of 500 rpm. Handling steam output for the plant 


is a Duplex 10 x 6 x 10 horizontal steam pump. 

Loading Rack—The rack is in a U-turn yard 
with its four spouts spaced so that four single-unit 
trucks or two double-unit transports can be loaded 
at the same time. 

Blending—To Allied’s steel-mill customers, sul- 
fur content of No. 6 is an important factor in heat- 
ing ingot molds, as boiier fuel, in open-hearth fur- 
naces, soaking pits and heating ovens. And steel 
companies specify the exact maximum sulfur con- 
tent they want (it ranges from 1% to 6%). 

Allied meets these requirements by blending No 
6 at the three storage tanks. Using a Dietert-Detroit 
sulfur titrator, Allied can make an analysis of a 
sample from a barge in 10 minutes, or while the 
oil is still being heated before being pumped into 
storage. 

From the results, Allied can tell which tank 
should get the oil and how it should be blended 
with oil already in storage to come up with the 
proper sulfur content. 

Steel companies also want an oil that’s high in 
viscosity. Allied gets it through blending and by 
constant sampling with ASTM viscosity p:casuring 
equipment. 


Here’s the Cost Beakdown 


Allied figures its investment in the Wellsville 
plant this way: $100,000 for dock facilities, $200,- 
OOO for storage, $175,000 for steam generating 
equipment and steam lines; $100,000 for oil pip- 
ing, heaters and pumps, $50,000 for a building for 
the steam plant, $50,000 in’ site improvement. 
dikes, roads and grading, and $25,000 for a truck 
rack, Total: $700,000. z 
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These pumps gulp GULF gasolines 
...Ssafely at 200 gpm each! 


Gorman-Rupp “O” Series Pump at | 
off trucks with an overload, 


doc k 


pumps 


or empties them when desired 
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“Gulp” is the word, because it has the sound and feeling 
of intermittent pumping. Like when the line runs dry, 
then refills. 

It happens here at the Cleveland ‘Terminal of the Gulf 
Oil Corporation and at other petroleum handling points 

when a carrier is emptied, or a transfer is completed. 

These Gorman-Rupp ‘‘O” Series Pumps go right on 
pumping, intermittently or continuously, because they are 
Centrifugal Pumps That Prime. 

Operation is safer because there are no check valves 
Straight-in suction delivers liquids directly to the eye of 
the impeller with least possible entrance loss. Fewer 
parts! Greater efficiency! 

Write today for information on Gorman-Rupp horizon 
tal and vertical ‘‘O” Series Centrifugal Pumps That Prime! 


THE GORMAN-RUPP 
COMPANY 


305 BOWMAN STREET + MANSFIELD. OHIO 
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Six Ways to Sell More Oil 


Bonded Oil uses grease pits and oil bottles — but comes up with 
a 1.39 oil ratio, 29 points above average. Here's how: 


“GET UNDER ALL HOODS—no exceptions.” 
That’s not just a motto for sales meetings. It's SOP 
at each of Bonded’s 46 salary-operated stations. 


erating methods are unorthodox: open lube pits 
instead of lube bays and service rooms; bulk sales 
from oil bottles and highboys wherever possible 
Bonded is a private brander marketing in three About 55% of Bonded sales are in bulk. 


states—Ohio, Kentucky and West Virginia. Its op- Bonded’s management puts a lot of effort into 
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making the “hoods-up” philosophy a success. Be- 
hind its success lies a carefully planned six-point 
program: 


1 No Waiting—Bonded driveway salesmen look 
under the hood without asking the customer or 
waiting for an invitation. When they find a car in 
need of makeup or change, they sell the value of 
car care, as well as the oil product. 


2 Coupon Book—Bonded offers a_ five-gallon 
motor oil coupon book. Customers can buy oil at 
five-gallon prices, and use the coupons to pick it 
up in one-quart lots. The book presells thousands 
of gallons of oil and gives Bonded men a chance 
to fill other petroleum needs, too. 


3 Training Program—New driveway salesmen are 
trained on the job for 14 days. If they show prom- 
ise, they’re brought into the home office for four 
days of intensive drill in service, salesmanship and 
product knowledge. 


4 Incentive Plan—All station personnel receive 
a base salary plus commissions on oil sales. The 
size of commissions is based on target motor oil 
ratios, set according to the expected business of a 
station. Top performances are also recognized in 
the employe magazine and at Bonded Oil sales 
meetings. 


2 Management Interest—Starting with President 
Paul Deer, Bonded officials talk, eat and think oil 
sales. They're always on the lookout for better 
ways to sell oil, and keep a close check on sales 
performances at each station. 


6 Station Displays—Point-of-sale promotion ma- 
terials round out Bonded’s bag of ideas. The best 
merchandising gimmick is cleanliness, says vice 
president Randolph Deer. But Bonded also relies 
on specially lighted display racks for canned oil, 
billboards, and Day-glo signs. 


How the Effort Pays Off 


Bonded sells 24.9 million gal. of gasoline a year 

a monthly average of more than 46,000 at each 
station. Their best outlet, in Dayton, Ohio, does 
100,000 gal. a month. 

Lube oil sales keep a close pace. Bonded’s ratio 
of 1.39 means total yearly sales of about 347,000 
gal. Over the past five years Bonded has been from 
22 to 65 points above the level of the national 
motor oil ratio 

The company moves a healthy $976,000 in 
PBA goods each year. That’s an average station 
IBA ratio of $39.18 per 1,000 gal. of gasoline 

TBA doesn’t come in for the same heavy pro 
motion as oil. “There is a point of diminishing 
return in TBA sales,” says Randolph Deer. “Service 
slips unless you add more manpower.” 


The Products—Bonded sells four grades of oil 
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under its own private brand, plus Quaker State 

A low-priced oil, Bonded Champion, is marketed 
only in 2-gal. containers. It accounts for a small 
part of total sales. A non-detergent oil, Bonded 68, 
is retailed only in bulk. 

Bonded 100, a heavy-duty detergent oil, is sold 
both in bulk at 40¢ qt. and in cans at 45¢. The 
fourth oil grade is a low-30 multi-viscosity oil, 
Bonded MV, at 55¢ a qt. The two top grades, Deer 
says, make up 35% of Bonded’s total oil sales 
Quaker State sales fluctuate between 12% and 14% 
of the total. 

The Philosophy—*Sell a top quality oil and get 
a top dollar price” is the way Deer describes his 
outlook on oil sales. “No one decides to purchase 
any product unless he has faith and confidence in 
the character of the seller of the product and has 
belief in the value of the product offered for sale.” 
Bonded strives to get that confidence 

But a company’s integrity is only as good—in 
the minds of customers—as the men who represent 
it. Bonded recognizes this. “Personnel is our most 
important asset,” Paul Deer says. He follows this 
policy: “Give a man a job to do, give him the tools 
and incentive with which to do it, then leave him 
alone. Interfere only if the job is not done 
satisfactorily.” 


What? No Lube Bays? 


The oil bottle and highboy occupy places of 
honor in Bonded stations. They’re used on two 
Bonded “68” and Bonded 100 HD. Deer 
says bulk handling promotes the idea of “quality 
for less.” But there’s another reason, besides the 
“psychological savings environment.” Selling in 
bulk saves about 20¢ per gal. in container costs 


grades 


Bonded sticks 
with open lube pits or outdoor lifts. The pits are 
modern, with explosion-proof lighting, metal deck- 
ing, metal stairs and moveable swing funnels for 


For the same reason——economy 


catching crankcase drainage 

Drains are connected with 1,000-gal. under- 
ground tanks for the storage of used oil. Bonded 
usually sells used lubes for O0.5¢ to 1¢ gal. to road 
oil companies. The pits themselves cost about 
$1,600 for a single-car layout and $2,200 for a 
double 

Proof of the Pudding—In 1946, Bonded built 
an experimental 60,000 gallon-a-month station with 
a two-bay lubritorium. That one station was enough 
to convince the Deers that lube bays weren’t for 
them. Here’s why: 

e TBA sales increased only slightly, compared 
with three other control station: 

e@ Oil sales increased slightly 

e@ Gallons of gasoline pumped per man dropped 

@ Cost of operation was 0.65¢ to 1.02¢ gal 
higher than similar outlet 

e There was no increase in gasoline gallonage 

a matter of fact, Bonded experienced heavy 





Now you can do this 


two miles down! 


Percussion hammer developed by Gulf 


drills up to four times faster! 
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The common method of drilling is shown at left 
with Gulf’s new hammer drill at right. It is ex 
pected that drilling speed will be increased up to 


4 times when the new method is put into use. 


The problems encountered in the search for oil are 
many and various and one of the most frustrating is 
this: How can you drill straight down and fast? 


Now, since you can’t send a man down with a 

percussion drill, what’s the next best thing? To send 
the drill down, of course. And Gulf scientists, at the 
Research Center in Harmarville, Pa., have devised 
a way to do just that. It took a long, long time... 
but they did it. 
First, they developed the drill itself. It consists of a 
reciprocating piston and cylinder arrangement for 
delivering percussion blows against friable (or brittle) 
rock encountered in tough formations. 

The device is encased in a cylinder about 19 feet 
long which hangs at the end of the drill string, with 
a conventional roller bit fastened directly below. As 


Gulf Oil Corporation, 


the drilling mud circulates through the mechanism, 
it drives a 200-pound hammer, delivering 600 or 
more strokes a minute, on the attached bit. 


Result: Drilling speeds may double or quadruple in 
the hardest oil field formations. Not only that, but 
straight-line drilling is now possible since the bit 
will no longer veer off slanting rock formations. This 
solves the costly problem of the crooked hole. 

So, here it is. A tool designed specifically for hard- 
rock drilling, which is expected to provide savings 
in money, time, and maintenance. The new drill is 
about ready for release and arrangements are now 
under way to make it available to the industry. 
One more step in petroleum progress—one more 
scientific advance with an ultimate public benefit. 
This is, indeed, the industry that looks to the future. 


General Offices, Pittsburgh, Pa. 
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Lubrication 


. ’ 
‘The motoring consumer could be better educated 


on the importance of an oil change for his car. . . 


(Begins on page !72) 
congestion at peak operating hours because of the 
bays. 

Since Bonded is basically in the supermarket 
gasoline business, says Randolph Deer, “the small 
additional sales of TBA and oil did not offset the 
higher cost of operation and certainly did not war 
rant the extra investment.” The cost of one lube 
room added to an existing station, Deer figures, 
would be nearly $10,000. | 


How to Buck the Market Trend 


Phe continuing dip in the lube oil market bothers 
even a successful operator like Bonded 

In five years, the company’s stations have gone 
from yearly average sales of 9,800 gal. of oil to 
7,400 gal. At the same time, says Deer, “Station 
average (gasoline) gallonages have also dropped 
considerably, and labor, overhead, material costs 
and taxes have radically increased 

“This five-year decline represents an average loss 
of an estimated $2,000 gross profit per station pet 
year. 

Declining lube sales show their effect in Bonded’s 
station layout. Several stations built in 1956 had 
one pit or lift instead of two. The downtrend, says 
Deer, makes “even more questionable the advis 
ability of the added investment of lubritoriums.’ 

What Causes the Decline?—In Deer's view, there 
are three root causes: (1) smaller crankcase capac 
ities; (2) confusing recommendations of auto manu 
facturers concerning oil change intervals; (3) the 
ever-lengthening customer time lapse between oil 
changes. 


In addition, says Deer, three trends shaping up 
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in Detroit accelerate what’s happening: push-button 
lubrication systems; factory-sealed lube systems 
and recommendations that motorists return to au 
torized dealers for lube jobs (see NPN, Jan. p 67) 

What Can Be Done?—Deer would like to find 
some good substitute sales items to make up for 
lost lube revenue. “Increasing costs of doing busi 
ness must be absorbed some place else. We do know 
that we or any other realistic marketer cannot con 
tinue to absorb the loss occurring from the con 
tinued decline of oil sales without replacing these 
lost sales dollars.” 

In licu of a hot sales item, Deer asks for an 
industry-wide educational and advertising effort to 
halt the slump in oil sales 

‘We suggest that the motoring customer, th 
actual oil customer, could be better educated on 
the importance of an oil change and the right type 
of oil for his or her car. We feel that this would 
account for greater oil sales. Through their national 
brand advertising, the major oil companies could 
do their own dealers and therefore, marketers like 
us. a great service by possibly re-pitching or re 
emphasizing their advertising along these educa 
tional lines 

“The industry has done a remarkable job con 
vincing the public on the merit of high octane 
rasoline—which they do need—when the huge 
majority of them do not clearly understand what 
octane actually is. Why not do a similar job along 
these same lines with oil 
Until this kind of campaign materialize Ran 
dolph and Paul Deer will be urging each of ther 
men to “Get under the hood——no exception \nd 
{] & 


chances are it will continue to pay ofl 





THIS MONTH begins NPN‘s 


ANNIVERSARY YEAR 


as the magazine of OIL MARKETING management 
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Here Are Eight New Surveys 


Oil heat still has the biggest market in 
most areas, but rate of growth is slower 


than gas heat's 


LATEST REPORTS put oil heat in the 
driver's seat in six markets, with gas heat 
taking over in Chicago, second biggest 
city in the U.S. and third largest oil mar 
ket surveyed (ahead: New York and 
Boston). 

Of 45 markets checked by OHMR, oll 
heat leads in 35. But in this series, gas 
heat is not yet a factor in two markets 

Iwo markets (see table at right) stress 
the importance and acceptance of oil 
space heating, with annual consumption 
above that of No. 2 oil used for central 
heating. 

Other surveys show that where dis- 
tributors and retailers do most of the oil 
burner installation work, they wind up 
with a big share of the service load. This 
is generally accepted in the industry. But 
in Ashtabula, Chicago and Gary they 
have the bulk of service without doing 
most of the installations 

In all but two markets—-Ashtabula and 
lowa—the survey confirms an industry 
pattern: that while majors bring most of 
the product to the market, distributors 
and jobbers do most of the retail de- 
livery. 

Other OHMR surveys appeared in 
these NPN issues: Sept. ’55 (p 100), 
Dec. ’55  (p 88), March ’56 (p 108), 
and April ’57 (p 146) 


Data copyrighted by Oil Heating Market 
Reports; used through special permission. 

N. A. indicates not available 
Includes consignees 
11.7¢ per therm for space heaters 
Includes space heaters 
therm for 


12.3¢ per kerosine for space 


heaters 
Includes 11,750 space heaters 
Includes 6.7 million gal. for stores, 
Kerosine on therm basis from) 12.7¢-14, 
depending on quantity delivered 
Add 60-million: gal. for space heaters in 


90.000 tobacco curing sheds 


[LPegas has 8% of tobacco curing market 


oils 75° balance either coal or wood 


WHAT’S THE FUEL MARKET? 


Oil: Central heat units-homes 
stores, etc 
Space heaters 
Growth since *S0—domestic 
Annual consumption (million 
gal.)—homes 
-—Stores 
space 
On automatic delivery 
Have full-tanks signal 
Use budget plan 
Central heat units 
Space heaters 
Growth since ‘SO 
Central heat units 
Space heaters 
Decline since ’*50 


homes 


central units 


WHO SUPPLIES THE GALLONAGE? 
Majors 


Independent suppliers 


WHO DISTRIBUTES THE GALLONAGE? 
Majors 


Independent suppliers 
Distributors (jobbers, resellers) 
Don’t have own storage 
Sell heating equipment 


WHO INSTALLS, SERVICES BURNERS? 


By distributors or majors 
By plumbers, etc 
By special burner service co 


WHAT ABOUT SERVICE POLICIES? 


Burners checked yearly 
via service policy 
via annual cleanup 


WHAT DOES SERVICE COST? 


Parts-replacement policy 
Straight service policy 
Annual cleanup, overhaul 
No policy—per call by oil co 
per call by others 


WHAT DOES FUEL COST? 
Oil; avg. per therm 
Gas: avg. per therm 
Coal: avg. per therm 
WHAT ABOUT PROMOTION? 
Distributors who advertise 
budgeted per account 


spent per gross sales 
Group campaign 


NATIONAI 


Stamford, Conn. 

Market is about 
350 sq. mi., with 
57 pop. of 250,000 


33,198 


2,793 


9,118 


$29.50 
$19.50 
$14.00 
$ 4.93 
$ 5.28 


10.4¢—11.3¢ 
11.8¢—I13¢ 
10¢ 10.7¢ 


15 0f 
$1.15 

1.7% 

Oil men have set 
up promotion 
group, plan to 
spend $20,000 in 
newspapers, radio 


Gary, Ind. 
Has 73 sq. mi 
market with ’'56 
pop. of 204,424 


19,080 
1,818 
5,893 

14,594 

25.5 
= & 
5 
30% 
11% 
17% 

6,145 
1,069 
4,491 
5,821 
2,318 

10,212 


91% 


9% 


6% 

1% 
93% (39 co.) 
10% 


49% 

$.60 

N. A 

Oil = men raised 
$1,000 in °S3, °SS 
No campaign in 
°S6, °S7 but they 
are interested in 
promotion now 
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From Oil Heat Market Reports 


Ashtabula, Ohio 

Covers Cook, Du Covers Ashtabula 
page counties Lake counties, 938 
pop. of 5.5 million sq. mi. market center 


Chicago, Ill. Columbia, S. C. 


Covers 20 -mi1 


340,000 


included above 


10.050 
included abo 
O.110 
186,805 16.160 
$40.5 

included above 


57° 


7.886 
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PETROLEUM 


Behind the scenes in the petroleum industry, a host of research 
scientists, technicians, and engineers are constantly at work developing 
better products from petroleum. While these men of science 

never actually sell a gallon of gasoline or a tank of fuel oil, they 
never forget the primary job of developing products better 

fitted to answer the demands of today’s customers . . . products that 
will constantly be more salable because they are more serviceable. 
Research, too, has continually helped to improve refining and processing 
techniques so that better petroleum products can be profitably 
manufactured and sold at prices the public is willing and able to pay. 
For more than 40 years the research and engineering staffs here 

at Universal have been part of this great research team, pioneering 

in the development of petroleum and petrochemical refining 

processes and making them available to refiners everywhere. We are 
confident that these efforts, along with those of men of science 

the industry over, have made an important contribution to the 


improvement and the salability of products from petroleum. 


UNIVERSAL OIL 
PRODUCTS COMPANY 


30 Algonquin Road 
Des Plaines, Illinois, U.S.A. 


More Than Forty Years Of Leadership 


In Petroleum Refining Tec hnology 
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Heating oil distributor A. Butler Scott 7 


put burner men on commissicn with big results: 





e Reversed a $2,500 annual service loss 


e Wiped out a lost-time average of 25% 


@ Reduced a callback rate of 15% 


e Saved costs of investment, record-keeping, 


truck operations and employe benefits 


This system lets Scott say... 


Neva 


Scott: “We were losing our shirt” 


‘We Make Burner Service Pay’ 


A. BUTLER SCOTT said goodbye to service de 
partment headaches all of nine years ago 

After close analysis, he decided to make his 
burner service men independent by putting them 
on commission. At the time, it seemed a drastic 


step 


How It Works Out 


“We were losing our shirt on burner service,” 
says Scott—top hand at Scott-Willlams Co., a pri- 
vate brand fuel oil distributor in Quincy, Mass 
But here’s what happened after the commission 
plan got rolling: 

e@ Service now returns a modest profit— between 
2-3% of net. That’s a turnabout from the $2,500 
annual loss Scott used to average. “We could take 
more,” he says, “but we don’t want to make a 
killing on service. Our philosophy is to let burnes 
men make a good living and for us not to go in the 
hole. The main thing is that it’s no longer a drain.” 

e Lost time and lost production are licked, 
Scott says his commission burner men are turning 
in 10-13 calls per day. “On salary, we were lucky 
to get five or six calls a day,” Scott points out 
‘The company isn't paying for those extra-long 
coflee breaks anymore. And the men aren’t taking 
so long at coffee, because they realize they're losing 
money—their Own money 

e Servicemen deliver better — performance. 
“They've got to, to make a living,” Scott says 
“Under the commission plan, you lose the lazy 
fellow right away. You also get rid of the man who 
has to be told what to do, the fellow you have to 
keep after to see that he’s busy.” And the incom 
petent, sloppy worker can’t stand the cost of his 
own mistakes, the callbacks that take his time and 
cut into his earnings.” 

What’s left? An able crew whose callbacks are 


down to 4%-5%, against 8%-15% as hourly 
workers 


How to Set It Up 


Scott-Williams changed its handling of burnet 
service when it switched to commission. The job- 
bership has a five-inan crew handling its own serv- 
ice and service for three other oil companies, or a 
total of 3,500 accounts. 

Now it handles only its own accounts. Of a total 
of more than 2,500, (over 2-million gal. a year), 
1,500 call for service every year. About 1,000 are 
on some form of service policy. 

There’s a choice of policies: (1) annual overhaul 
and cleaning, with one service call @ $12.50; (2) 
overhaul and service labor contract, including as 
many calls as necessary @ $19 (parts extra); (3) 
labor plus standard burner replacement parts plus 
combustion chamber and tank @ $28.50. 

Instead of a five-man crew, Scott-Williams has 
two full-time commission men and one part-timer 
who works on surveys and final inspections. 

They sign a one-year contract agreeing to handle 
all Scott-Williams service calls at stipulated com- 
missions. The contract can be extended by mutual 
consent and can be canceled by either party on 30 
days’ written notice. Burner men receive stipulated 
commissions for bringing in new accounts (0.25¢4 
gal. delivered during the entire time the account 
buys oil from Scott-Williams) as well as commis- 
sions for heating equipment sales. 

Each contract specifies that burner men are free 
to do outside service work if they have the time. 
And each mechanic, in signing a contract, agrees to 
guarantee his work from five to 30 days (depending 
on the job) at no commission. That takes care of 
callback responsibility. 

Scott undermans his service department  pur- 
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posely. “That keeps them moving to get work done 
keeps them earning more money and gives us almost 
exclusive use of their time,” he says. 

With commissions ranging from $2.95 to $3.15 
per call, Scott-Williams’ burner men earn an aver- 
age of $120 per week plus oil commissions and 
other commissions, which are paid once every three 
months. On an hourly pay scale, they got about 
$88 per week. 

There isn’t much turnover in burner men, either. 
Scott says he’s been working with his present crew 
for the past five years. “They'll stay with you a long 
time, because they like that quarter-cent commission 
every three months,” he says. 


How to Make It Click 


Scott-Williams sprung the commission plan with- 
out preliminary talks. But a lot of advance work 
went into it. 

Commissions by themselves do not guarantee 
that service department losses will be changed into 
profits, Scott warns. Commissions have to be studied 
so the men will be assured of a good living. Scott 
says, “The rate is made up of four components: 
(1) price for the job performed; (2) allowance for 
car; (3) allowance for phone calls; and (4) allow- 
ance for a normal amount of repeat calls. 

“Men on a contract basis must be kept busy,” 
Scott says. So at the outset, Scott-Williams lined up 
‘4s much advance business as possible for its crew 
through service contracts and overhaul contracts. 

“We had to set up a good routing and dispatch- 
ing system,” Scott points out. Before commissions 
there was no full-time service dispatcher. “We all 
took a hand in it,” Scott says, “and we knew such 
a system wouldn't work with men on commission.” 
Scott-Williams needed to know who needed service 
and who was going to give it on a more formal, 


Trouble Sign: Electric 


OIL HEAT MEN who think electric heat is strictly 
for Dixie had better look again. Electric heat is 
bowing into a 6,500-degree-day belt in a four- 
county area in Massachusetts. 

Western Massachusetts Electric Co. is doing the 
pushing in such cities as Pittsfield, Greenfield and 
Springfield—its home base and a good oil heat 
market (over 42,000 oil burners (4-1 over gas), 
71-million gal. of No. 2 oil sold annually). 

Oil men in the area are divided over the develop- 
ment, although none were surprised by the utility’s 
move. Those who support the local Oil Heat Coun- 
cil’s cooperative oil-heat campaign feel group effort 
must be bigger and better to compare with electric 
heating’s outlay and promotion by gas 

Free riders among oil men_ haven't stirred. 
“They've defeatists about gas and it’s probably the 
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Fuel Oil 


controlled basis to get as many calls per day as 
possible. 

“We set up a more complete service data file on 
each account,” Scott adds. Service call data had 
been kept on individual slips filed under an ac- 
count’s name. It was necessary to come up with a 
one-card system that gave the past service history 
at a glance, because Scott-Williams didn’t want to 
waste burner men’s time 

“We had to increase our parts inventory in the 
office and set up a better inventory-control system,” 
Scott says. Actually, inventory was hiked by 25‘ 
“Men working for themselves,” Scott says, “should 
have a good source of supply. We try to keep well 
stocked, and if we don’t have a certain part, we tell 
the men to pick it up elsewhere. We pay them fot 
the time they spend doing it.” 


( 


“We went into truck inventory, too,” Scott adds. 
“We knew we'd have to supply what they needed, 
because men on commission can't afford to come 
running back to the shop for parts.” 

But truck inventory didn’t turn out to be a 
problem. Part of the commission plan had been t 
have the crew take over Scott-Williams’ service 
trucks at a fair figure (company book price), with 
payments spread out without interest. But service 
men soon switched to their own private cars 

Scott-Williams keeps tabs on the inventory car- 
ried by burner men. It's checked quarterly, and 
adjustments are made at such times 

After nine years of commission operation, Scott 
sums it up this way: 

“Time has proved the wisdom of our action. The 
company has benefited the men have learned 
that much can be done by not working harder, but 
by working smarter . . 
increased income and a feeling of independence 
that they’d never get on the hourly rate.” . 


. they benefit from a greatly 


Heat Hits the East 


same with electric heat,” says one oil heat promo 
tion man. 

Here’s how some oil men look at their newest 
competitor for the home heating buck 

e “Won't affect me—most of my installations 
are replacements and conversions. Electric heat will 
be used only in new homes.” (But in many area 
loss of new homes to gas has oil men worried 
hence the renewed interest—with supplier support 

in oil heat promotion. Loss of new homes cuts 
into a jobber’s annual growth.) 

@ “Won't be a strong contender for another 10 
years; will hurt gas heating more than oil, and will 
go best in moderate-sized homes because it has 
limitations in larger homes.” (The utility now has 
12 house heating customers on its lines, looks for 
50 more during 1958. It hopes to double its electric 





Fuel Oil 


(Begins on page 181) 


load by 1970, and expects house heating to be 
most of that increased load. The utility says electric 
heat will heat any size home. Generally, the larges 
the house, the more it costs to install any type of 
heating.) 

e@ “It may go strongest in’ slab-type houses 
where installation savings include furnace, chimney, 
cellar and equipment. The class builder ($25,000 
and up) won't want to omit conventional features 
merely to save money, and will want the protection 
of auxiliary methods of heating in any case.” (The 
utility says it isn’t gunning for the slab-home mar 
ket, but for good quality, luxury-type homes. Where 
needed, auxiliary heat will be electric-resistance 
type.) 

@ “Cost of electric heat is way out of compat 
ision with oil. Insulation requirements seem pro 
hibitive.” (The utility says electric heat will be 

moderately more expensive than combustion-type 

fuels,” but says electric heat has many advantages 
electric-light clean, pushbutton control in every 
room, no radiators o1 registers, no flames or fumes, 
no fuel to order or store, cleaning, adjustment o1 
service at a minimum.” The power company is of 
fering a new rate structure: first 400 kwhr, at 2.8¢ 
per kwhr, everything else at 2.1¢ per kwhr, plus 
special night rate (for 7.5 hr.) at 1.3¢ per kwh 
Average cost of clectric heat under second and 
third steps in rate: 1.6¢-1.9¢ per kwhr. And the low 
rate applies to all electricity used in the home, not 
just house heating—on insulation, Western Massa 
chusetts Electric suggests 6-in. in roof, 4-in. In 
walls, 2-in. in floors.) 

e “Advertising’s not too aggressive for big im 
mediate results.” (Pitch of advertising in| news 
papers and on television so far is educational.) 

Western Massachusetts Electric is offering elec 
tric resistance heating (ceiling cables), central heat 
pumps and hot-water storage systems—the lattes 
two capable of summer air conditioning. In hot 
water storage systems, where water can be heated 
largely at the special night rate, home size governs 
size of the hot-water storage tank. A 10,000 cu ft 


house may need as much as 300 gal. storage ® 


Case of the Mysterious Bang 


IT WAS A LOUD EXPLOSION from my oil 
burner,” the excited customer said 

“TL cant find anything wrong,” the burner serv 
ice mechanic reported after his investigation 

Phen the customer called again with the same 
complaint——"‘loud explosion,” like a backdraft 

rhis time B & F Oil Co., of Newark, N. J., sent 
its heating engineer along with the mechanic. Same 
report; “Nothing wrong.’ 

“It puzzled us,” says William) R. Quattrocchi, 
head of B & F, “because we were dealing with an 
intelligent customer. We wanted to get the answe! 


It came a few days later in a letter from the 
customer. His neighbors had heard the same noise. 
ihey remembered there were jet planes flying over 
head. that day. The “explosions,” they figured, 
came as the jets cracked the sound barrier. 

“Now we know what to look for the next time,” 
says Quattrocchi. 


Just blame the jet age. 


Gas Steps Up the Pace 


Gas heat will offer oil heating men more and 
stronger competition in 1958 than it did last year 
$6.75 million worth, to be precise. 

American Gas Assn. says $3.75-million—0.5 
million more than last year—will go into promo- 
tion, advertising, research, with an additional $3 
million—up 0.5-million from last year—for televi- 
sion. About $1.25-million of last year’s $3.25-mil- 
lion ad and research budget went into national 
magazine advertising, with total circulation of more 
than 40-million., 

As a consequence, oil men think it’s about time 
to get going with a strong promotional effort to 
push oil heat (NPN—Jan., p112). 

Here’s what gas heat did last year, and what it 
plans to do in 1958, and beyond: 

@ Counted 18-million house heating customers, 
8S“ more than in 1956. It wants 20.5-million gas 
heat customers by end of °59. 

@ Added 21,000 miles of main in °57; total 
mains reached 545,700 miles. Expect 750,000 miles 
of mains in next 10 years. 

e@ Expect to sell 7,000 gas-fired absorption air 
conditioners in 1958, nearly twice the original 
quota for the year. A free piston engine-compressor 
unit will bow in 1958, too. 

@ Over half of 5,000 appliances and accesso- 
ries were tested and approved by AGA labs, with 
designs stressing compactness and performance. * 














“For the last time, Miss Harrickson, 
1 am not suffering from G-A-S pains” 
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Coming your way in May* 


the 1958-59 


com FACTBOOK 


Issue 

Published annually in mid-May, 
the NPN FACTBOOK is your year-round desk reference file. 
The FACTBOOK puts at your fingertips 
the statistical and reference information basis for 
better executive performance, managing, and growth planning. 
The NPN FACTBOOK provides you with all the facts . . . from the names, 
addresses and officers of the many industry associations 
to NPN’s exclusive 10-year forecast of 
oil marketing growth and trend development. 
Passenger car data, 
a bulk plant and terminal directory, 
farm market figures, 
fuel oil and LPG information, 
marketing territory and product distribution outlines 

for all the larger oil companies, 
service station trends, 
TBA statistics, 
and buying directories for TBA 

and oil marketing equipment 
are but a few of 
the kinds of information 
you will find in the mid-May NPN FACTBOOK issue. 


* If you're a subscriber to NPN then, that is. Otherwise order one now before 
publication (there'll be none left after) through National Petroleum News’ 
Reader Service Department, 330 W. 42nd St., New York 36, N. Y. The price: $2.00 a copy 


February, 1958 * NATIONAL PETROLEUM NEWS 





Tires, Batteries, Accessories 
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Roco’s Bob Burg (right) and dealer: “We weren’t getting TBA business because we didn’t ask for it” 


‘We Discovered TBA Pays’ 


1951: Roco Petroleum sold its dealers less than 20% of their TBA 
needs, while marketing 17 million gal. of gasoline. 


1952: Roco set out to get that missing TBA business. 


TODAY 


Dealers buy 70% of their TBA from Roco. TBA accounts for 


% of Roco’s gross profit. Gallonage now stands at 20 million. 


Here's how it was done: 


ROCO PETROLEUM started its TBA build-up by 
taking one thing at a time. The first item naturally 
had to be tires. And the first step had to be a 
gathering of facts, jobber Sam Rotenberg decided. 

Tire Study—Bob Burg, vice president in charge 
of TBA sales, doesn’t call it a survey. “We just 
went out and talked to our dealers. We asked them 
where they bought tires, and why. Then we made 
an analysis of what we learned and compared it 
with our sales to dealers.” 

All signs pointed to the need for a new tire 
pricing program. “Too many dealers told us they 
were able to buy tires from other St. Louis suppliers 
at what they considered more favorable discounts,” 
says Burg. 


By dint of some soul-searching, Roco manage- 
ment figured it could afford to do a little better on 
tire prices to its 130 dealers. One concession that 
helped a lot: substitution of maximum discounts on 
each invoice in place of a year-end bonus on annual 
volume. 

Up to this time Roco had been using an annual 
bonus plan, patterned after one used by its supplier, 
Standard Oil Co. (Indiana). Following a common 
tire industry practice, it paid a graduated scale of 
bonuses to dealers on their year’s tire dollar volume. 

That’s fine as an incentive, but it has one draw- 
back—as Roco learned. It’s hard for the dealer to 
keep track of his true tire cost when he’s quoting 
a tire price. Now Roco estimates in advance the 
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Burg’s success formula: “New prices made a hit 


probable volume bracket for each dealer and sets a 
discount for him. The discount gives him the im- 
mediate benefit of the bonus he formerly collected 
only at the end of the year. Furthermore, it applies 
to any size order—even for a single tire. 

Tire Talk—Armed with better prices and a new 
discount schedule, Roco salesmen next made it a 
point to ask for tire business on every call. As they 
began to build up tire volume, they didn’t hesitate 
to refigure discounts for a dealer whenever it seemed 
justified. With tire sales showing steady improve- 
ment, Roco turned next to batteries. 

Repeat For Batteries—It was no surprise to find 
that better prices would also sell batteries. By fol- 
lowing the same routine of consulting with dealers, 
Roco executives learned there was battery business 
to be had if they’d go after it, and if they were 
disposed to meet competitive prices. 

They did both these things. Guided by their tire 
experience, they soon found ways to beef up battery 
orders. By this time they saw how they could step 
up their own buying of tires and batteries. The 
better discounts they earned were immediately used 
to give still better discounts to dealers 

Meanwhile, Roco kept plugging away at the sell- 
ing job. The combined effect brought so much tire 
and battery business they were encouraged to take 
a look at accessories. 

Key Accessories Count—Well sold on the idea of 
tackling one thing at a time, Roco weighed the 
accessory line and decided to find out first what 
was happening to the filter business 

As soon as they learned what they had to do to 
sell filters, they did it and moved on to spark plugs. 
With these two key items moving in better volume, 
Roco began to push everything in the TBA line 
Vice president Bob Burg was put in full charge of 
TBA sales in 1954, and organized a full-scale TBA 
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. So did emergency deliveries” 


selling drive. Sales began a swift climb. Accessory 
business alone tripled from 1954 to 1955 

Calls on Schedule—Now, sure they're on the 
right track, the six-man Roco sales crew has settled 
down to a rigid call schedule. They visit each dealer 
once a week, always on the same day 

Even tank truck drivers help out. They ll make 
IBA deliveries, and always ask at each stop if there 
are any TBA orders. The tank trucks are in each 
station at least once a week and in some cases 
more often. 

Burg encourages phone orders, too. He'll make 
every effort to deliver TBA orders quickly. He can 
do this by working them in with other deliveries 
As franchise distributor of Quaker State motor oil 
and Alemite CD-2 additive, Roco has worked up a 
good county-wide trade among car dealers, garages 
and other service stations. The combined distribu- 
tion of these lines plus TBA gives fast service —via 
two stake delivery trucks—without excessive cost 

Burg or any member of the firm will make an 
emergency delivery in a pinch. Roco regularly get 
two or three calls a week for a rush after-hour 
delivery. 

But with all the fast service, low prices and 
frequent calls, Burg thinks you need two more 
ingredients: 

@ Make sure dealers know you need and want 
all the TBA business you can get 

@ Never let them forget you appreciate their 
IBA orders 

Dealer Help—While shooting for a bigger share 
of dealer TBA, Burg also works on helping hi 
dealers sell more TBA. Whenever Standard of 
Indiana holds dealer clinics, he rounds up as many 
Roco dealers as possible. For example, he urged 
them all to take in the two-day clinics on tubeles 

(Continued on page 197) 





New advantages for truck owners 


introduced in all-new 


Dodge Power Giants for ’58 





Power, payload, economy and styling features 
make Dodge 4-way leaders of low-priced 3 


Recent introduction of the new ’58 Dodge Power 


Giants brings truck owners a series of the most out- 
standing advances in Dodge truck’s 40-year history. 


In power, for instance, Dodge offers three new 
Power Giant V-8’s that provide up to 234 hp... . as 
much as 24°, more than other low-priced makes. 
‘These extra-powered engines can take it easy under 
normal loads . . . keep going longer, too. 


Payload capacities are up to an all-time high. 


Chassis construction features the elimination of 


excess weight while actually increasing strength. 
You get as much as !} more payload capacity. 
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When it comes to economy, Dodge sweeps the 
field because of its exclusive Power-Dome V-8 engine 
design that reduces harmful carbon deposits. This 
improves gas mileage . . . practically eliminates the 
need for major engine overhauls. 

Dodge styling gives truck owners a real prestige 
bonus. Striking dual headlights, massive new grilles 
and luxury cabs are exceptional highlights. 

All in all, truck owners would be well advised to 
check into the ’58 Power Giant line-up before re- 
placing or adding units. These Dodge trucks are 
definitely four-way leaders of the low-priced three. 


DODGE PowerGiants 
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How Roco Petroleum’s TBA Sales Boomed 


Tires (units) 
Tubes (units) 
Batteries (units) 


Accessories 


tires, and a clinic on 12-volt 
batteries. 

In order to give his dealers sound counsel, Burg 
reads everything bearing on TBA and attends all 
kinds of TBA meetings. He arranged for a budget 
plan trial through an independent finance firm. But 
he wasn’t satisfied with results. Now he’s trying to 
persuade Standard of Indiana to let him use its 
budget plan. He thinks it’s just what his dealers 


need. When he gets that base covered, he looks for 


similar supplier 


1954 


2889 
2163 
2104 


$10,072 


1956 
4409 (427.3%) 
2442 (4°) 
3893 (455%) 

$41,129 (+4-40%,) 


1955 
3465 (1.20%) 
2535 (417.2%) 
2512 (419.4%) 
$29,371 (+191.6%) 


ness 25 years ago, oil jobbers paid little attention to 
IBA. For a long time he turned a deat ear when 
Standard of Indiana’s A. F. Martindale, division 
IBA manager, talked of profits in TBA 

Once converted, he didn't fool with half-hearted 
measures. Results have paid off. Today Roco ts 
Standard of Indiana's IBA distributor 
IBA now grosses enough to pay for all salesmen’s 
profit 


largest 


salaries. Dollar-for-dollar it earns a better 


than gasoline 


another 30-40% evasoline 
IBA sales 


When president Sam Rotenberg started the busi- 


increase in his already booming In an area plagued with 
Rotenberg’s backing a pitch for bigger and better 


IBA volume ® 


pl Ice Walks 


How to Beat Antifreeze Price Cutting 


All your dealers have to do is offer something more. A winter 


guarantee program, for instance, needs no fair trade support 


REPORTS FROM ALL OVER tell of 
amount of 


doubled in the past six years, says ut claim their own brands h 
Dept 


ducers are still adding to pl int Capa 


an abnormal low-priced Commerce report ind pro fer no more than the normal 


imount of sneak price cutting. Com 
Facilities will expand another 20 mercial Solvent DuPont and N 


1958 tional Carbon—owners of the prin 


antifreeze marketed this past season 
chiefly by 
and-carry out in 


cash ity 


Cilycol-base permanent-ly pe Ip | fair trade brands ilso seem t 


lets. These chron | 
antifreeze hav furnished th 


IC price cut counts for 80° of all usual amount of 


sales. The Fair Trade price ts fixed 
long pric hether ou belreve 


ters are evidently 
grabbing more it $3.25 gal. Big demand 
of the business high profit, and now oversupply 
A DuPont sur idd up to the ideal setting tor 
price cuttel thor ( in omptaint 
Dealers lor I hie 


methanol typ idvertised 
it 


ped or whether 


vey shows — that 


accessory stores aren t 


discount houses about 


Fm a 
By F. C. Sturtevant 
IBA Editor 
sell 257 of all antifreeze 
only 5% in 1949 Fair 
Many of these cut price products so-called 
are said to “off-brands” originat be on the warpath in 
More of them bers, the offers of 
have entered the market either with at less than fair tr 
brands of their own, as private brand to be on the inc 
both Ihe think wea 
thought to be the current oversupply is the cause 
Manufacturers 
Glycol output cede the rise in 


supermarkets and makes up only 20 
druggists now and the $1.60) gal. pric N 3 i ome 
ittach 


Support. — Bi 


vited so much en under 


Trade 


“ofl-brands who 


as against 


ing with small canners 


suppliers Or Cause 1S ketel 


of ethylene glycol 


Too Much Glycol 
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Cash-and-Carry Price-—Ihey're re 
ported as selling glycol antifreeze at 
SOc to $1 under the $3.25 fair trade 
price. It may be only 
been hearing speculation 


coincidence 
that we've 
now and then of a possible move to 
aun alternative 
trade price of $2.50 gal., or just 75c 
under the $3.25 installed price. 
Whether by intent or chance, those 
rumors have set the stage for 
kind of 
gram. Oil marketers will not be sur 


cash-and-carry — fair 


some 
cash-and-carry price pro- 
prised if such a move takes place. As 
a matter of course oil Company pri- 
vate brands will have to fall in line. 

Where does this leave the dealer? 
Will he be satisfied if an official 
cash-and-carry price is adopted? He 
shouldn't be. He'll never get rich 
over-the-counter = merchan- 
He’s in the service 


peddling 
dise of any kind 
business and his road to profit: will 
always lie in rendering service to the 
automobile 

Marketing people of supplying oil 
know it. They aren‘t in 
the antifreeze business just 


companies 
because 
they need more merchandise to sell. 
Ihey’re in it, and so are their deal- 
ers, because there’s no place as good 
as the service station for installing 
antifreeze. 

Not Just Antifreeze—This year 
more than ever the major oil com 
going to look for new 
ways to sell dealer services along 
witb They'll begin with 
putting more emphasis on the instal 
lation job itself. That's a worthwhile 
service When it includes a thorough 


panies are 


antifreeze. 


cooling system check. It’s significant 
that consumer advertising by the anti 
freeze companies already talks more 
about the service than the product. 

The oil companies can go a long 
way beyond that. They can offer guar- 
anteed radiator protection, 

fen oil Companies now have win 
ter guarantee plans. Such programs 
use a nautral springboard. They appeal 
human impulse to. get 
winter 

They give the dealer a chance to 
make additional even if it’s 
no more than new radiator hoses. In 
fact, properly exploited, any kind of 
a winter guarantee plan can sell much 
more than cooling system service. 

In the Groove—-A little more in- 
spiration for dealers, and less talk 
about the antifreeze itself in the ad 
vertising, and you can build a winter 


to a basic 


ready for 


sales, 


guarantee campaign that almost auto- 


matically gathers tn the entire line of 
voods and services sold at the station 
Once you've brought to the car 
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owner’s mind the need for getting the 
cooling system in shape for winter, 
he’s wide open for the nudge that sets 
him thinking about the rest of the 
Cal 

He'll never be in a more receptive 
state of mind than he is right then. 
According to his individual needs and 
leanings, you stand a chance of sell- 
ing o!l change, lubrication, premium 


What's New in 


gasoline, fan belts, spark plugs, lights, 
tires or a battery. 

There’s your ideal answer to price 
cutting in the antifreeze market. 
Sell what you’re in business to pro- 
vide—service. If oil marketing can’t 
do that it might as well go back to 
manning the gasoline pumps and let 
the storekeepers have the field all to 
themselves. % 


TBA ... 








on or 


eS 


Perma Spare 


is the name of a new unit de- 
veloped by Firestone. It serves as a 
temporary substitute for a spare tre. 
It's a steel disk with a 2-in. rubber 
rim that can be bolted to an automo- 


bile wheel if the tire goes flat. The 


Foreign car tires 


: .to fit 85% of the 
models are now being manufactured 
by the United States Rubber Co. in 
The tires will be 
from 13-in. to 


imported 


its domestic plants. 
tubeless, and range 


16-in. in diameter. 


Tire record 


will be set when the figures are 
totaled for the full 1957 year. Among 
estimates of the final figure for pas- 
senger tire replacement sales is that 
of United States Rubber Co. with a 
prediction of 56,500,000, up about 
6.3% over the 53,172,000 for 1956 


NATIONAL 


disk is dished and formed to fit 
snugly against the wheel. The flat tire 
remains in until the driver 
reaches a Firestone 
says the car can ride on the disk for 
a maximum of 100 miles, at speeds 
up to 45 mph. 


place 


service station. 


Motrex brand 


is the latest addition to the Ex 
ide battery line. Its a price leader 
and will be made in two sizes only: 
6-volt Groups | and 2L. It carries 
a suggested consumer list price “as 
low as $8.95 exchange.” At the same 
time the existing second line batteries 
sold under the Startex brand, now 
carry lower consumer list prices. For 
the five 6-volt sizes the new list price 
is $14.95; for the three 12-volt sizes, 
the new price is $18.95. Also a 48- 
month guarantee now applies to Ex- 
ide’s Ultra Start line; and 36 months 
for the Sure-Start line. 
(Continued on 194) 
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Send for the 3 . | 
CROUSE-HINDS (eee 


and du vl electrical equipment 


“Wazurd Finder” 0s 


@ The Hazard Finder will enable you to make a quick 


FREE 


survey of the hidden probabilities of electrically 


ignited explosions in your plant 


CROUSE 2 HIND 


MAIN OFFICE AND FACTORY: Sy RACUSE, NEW YORK 


| CROUSE-HINDS CO. 


Syracuse 1, N.Y 


@ CONDULET ELECTRICAL EQUIPMENT Exp 
@ TRAFFI NTROL SYSTEMS @ AIRPORT LIG 


products are sold exclusively through electrical dis 


wing offices 


Resident Representat 





Ti ee 


ELIMINATE 


BALL JOINT 


and 


TORSION BAR 
TROUBLES 


with New 


BLACK VELVET 


ball joint U on grease 


TBA Franchises Available ! 
AMALIE DIVISION 


L. Sonneborn Sons, Inc. Franklin, Pennsylvania 





HY DO OIL MARKETERS 
READ NPN“? 


BECAUSE ITS FULL 
OF USEFUL MONEY- 
\ MAKING IDEAS / 


*National 
Petroleum 
News Thre magazine tor 


ou marketing management 











(Continued from page 192) 


Two new tires 


. were shown to visitors at the open- 
ing of Firestone’s proving grounds in 
Stockton, Tex. One is a new passen- 
ver tire called the “Supreme Safety 
Airlock” featuring an inner chamber 
designed to function as a_ built-in 
spare In case of damage to the outer 
casing. The other is a new truck tire 
called the “Steelcord.” It is a general 
purpose truck tire using steel wire in 
the tire body. 


Tung-Sol Electric 

has issued a new replacement 
guide for automotive lamps, including 
directional signal lamps and flashers 
iung-Sol calls attention to the fact 
that four makes of trucks now offer 
four headlights either as optional o1 
standard. Tung-Sol predicts that by 
1960 all trucks will have four head 
lights. 


Scraper brush 


with a telescoping handle gives 
a range in length from I1-in. to 17'4- 
in. Brush is molded of soft polyethy 
lene that) will) not) scratch paint 
Scraper has a curved row of. teeth 
for cutting through thick coats of ice 
List price 89¢. Mark Manufacturing 
Co., P.O. Box 191, Owosso, Mich 


Nylon tow strap 


is being offered as a resale item 
to car owners by Harry Buckles Co., 
Inc., Sikeston, Mo. Fitted with a 
buckle that snaps on the lower bumper 
edge, the strap is & ft. long and 
weighs | Ib., 2 oz. Made of 100% 
Dupont Nylon webbing, manufac 
turer claims it provides a 20-in 
stretch to absorb starting and towing 
shocks and at the same_ time is 
stronger than most chains or cables 
Retail price is $6.45 


Tire Guide 


for 1958 ts a complete pocket 
size manual of tire sizes and prices, 
including master tire discount tables 
Includes index of tire sizes by makes 
of passenger cars back to 1942, and 
all foreign) cars; Comparative time 
level charts; retreading prices and 
other useful tire information. Price 
$1 per copy, with special quantity 
prices on request. Descriptive book- 
let is available from Elgar Co., 2 | 
23rd St., New York 10, N. Y. 
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for overhead or 
underground 

farm service tanks, 
skid tanks with 
hand pumps or 
power pumps 








OPW 12 and 12-A 
GENERAL UTILITY 
PUMP NOZZLES 


No. 12 Hard wear-resistant 


bronze. 
No. 12-A Hi-tensile extra 


strength aluminum alloy 
with Silver-Lite finish. 





{ 


It's the newest, most versatile of all 
utility pump nozzles—lets you fill up 
quickly, smoothly, with all of the easy 
to-handle feeling that OPW builds into 
its Service Station Nozzles. The Nos. 12 
and 12-A have the strength, durability 
and long lasting service features found 
in all OPW Service Station Nozzles. This 
means full control, easy shockless clos 
ing . . . no line hammer or bursting of 
fuel lines due to fast closing. 

These nozzles are equipped with alumi 
num tubes, permanent type Teflon im 
pregnated packing and corrosion-resist 
ant, long wearing stainless steel stems. 
Working parts are machined to precise 
tolerances for more efficient service. 
Flow range is equal to OPW Service Sta 
tion Nozzles. 


OPW CORPORATION 
2735 Colerain Ave. 
Cincinnati 25, Ohio 

Kirby 1-5400 
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“NEWTYPE” 


TANK CAR-TANK TRUCK 
GASOLINE HOSE 


Home battery chargers 


are available in nine different 
models for cars, trucks, tractors, pow 
erboats or planes, tor a variety of 
charging rates and tor 6 and volt 
service. Safety device tapers charg nye 


] , 


rate as the battery becomes fully 
charged. Acessories are available tot 
plugging into a lighter receptacle and 
for automatic cut off after any pre 
determined period of low-rate charg 
ing. Made by Schaur Mfg. Corp., 
4500 Alpine Ave., Cincinnati 42, Ohio 


Chain TBA Store 


is now on sale in strange, new 
surroundings. The Times Square chain 
of automotive accessory stores has 
opened a new type of supermarket in : 
Springfield Gardens, Queens County, signed to assure lower 
New York. The store sells groceries costs for gasoline un- 
and ladies’ clothing as well as_ the loading, from tank car 
usual appliances and household met or truck, by providing 


chandise found in many accessory 3 
chains maximum service ef- 


‘“‘Newtype”’ is de- 


ficiency . . . easier 
handling and fast, un- 
Booster cables restricted flow. 
designed for emergency starting 
of cars with automatic transmissions “Newtype” is really kinkproof, with its tightly braided, wire-reinforced 
without pushing or towing. Cables carcass retaining full inside diameter even on sharp bends. The tough, 
provide a temporary jump connection 


to a battery located in another car : ; j é 
or in a service vehicle. Heavy duty to abrasion and weather. It is a quality hose, in every detail, with reli- 


durable brown cover, with yellow identification stripe, is highly resistant 


clips are color-coded red and black ability demonstrated through years of service to the Petroleum Industry. 
for positive and negative identifica 
tion. Made by Walker Bros., Consho 
hocken, Pa 


Sizes: 1%" to 4", in maximum lengths of 50 feet. 


“If it’s GOODALL, it MUST be Good!” 


Contact Our Nearest Branch for Details and Prices 


Upper cylinder lube 





. is now being marketed by Clark 
Oil & Refining Corp., Milwaukee, | 
‘ ‘ 
under its own brand name. The new Standard of Quality—Since 1870 HOGER + SEEING + FOCTWERR + Che 
can was designed and is being manu AND OTHER INDUSTRIAL RUBBER PRODUCTS 


ur meron et | GOODALL Rebbor Company 


offering the new product in its 470 


| 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J 
Branches and Distributors Throughout the United States and in Canada 


service station outlets in seven Mid 


west states 





(Continued on page 196) 
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Warner-Patterson Co. 


to 


is Offering a special inducement 
dealers to stock up with Warner 


cooling system specialties. With or- 


de 


assortment 


pli 
] y 
Ni 
az 
wl 


rs amounting to 48 cans of any 
of Warner chemicals 
iced before March 31, dealers get 
cans of Warner liquid solder free. 
tional advertising in consumer mag- 
ines will promote the entire line 
th special attention to draining anti- 


freeze and adding rust inhibitor at 
the end of the winter season. 


Winter tire record 


. will be set this season, according 
to General Tire Co. General predicts 
sales will be up 25% over last year, 
and cites two reasons for the increase. 
First, there are very few worn 14-in. 
casings available for winter tread re- 
Capping, so that owners of cars with 
14-in. wheels who want winter treads 
must necessarily buy new tires. Sec- 
ond, General notes the motoring pub- 
lic’s growing concern for highway 
safety influences many car owners to 
get the extra skid protection offered 
by winter treads. 


THE BEST NOW 


COATS 


val 


= GOATS 


3-STAR TIREMAN 
Vow 


Latest engineering advancements place the new 3-Star 


Model way ahead of all other tire changers. It’s actually 


designed to cut tire-changing time in half! 


Desiqued for Ease aud Speed 


A NEW CAM-ACTION BEAD LOOSENER gives 50° 
tL, and 30 


damage. Handles 12 to 21-inch tires, tubeless or 


A NEW SCREW-TYPE HOLD-DOWN locks and unlocks 


JA\ with o twist of the wrist. Most trouble-free hold 


Prestcen OFFICES 


down ever devised 
, NEW TAKE-OFF AND PUT-ON TOOLS with 
. ( polished rollers—proved best for years 
New combination tool included a: 


extra bonus 


Auother Extra! 


New streamlined stand embodies latest engineering 


improvements, Extra heavy-duty for years of rugged use 


more leverage 


more lift. All beads loosened with ease and without 


STILL ONLY 


129.50 


FREIGHT PAID 


conventional 


Address Inquiries 
Department 7601 





12 


DEPOT SQUARE 
250° EAST 


GENERAL OFFICES 


ESTERN DIVISION OFFICES. 3453 Cahuenga Blvd. .« 
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DELAWARE 


ENGLEWOOD, NEW JERSEY 
CHICAGO, ILLINOIS 
Los Angeles 28, Calif 
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Personnel... 








William E, Fogarty has been elected 
vice president and general manager of 
Metal Hose & Tubing Co., of Dover, 
N. J., manufacturers of National 
brand hose for a number of petroleum 
applications. Fogarty was recently re- 
leased from active duty with the U. S. 
Navy as Commander on duty at the 
New York Naval Shipyard in Brook- 
lyn. He holds a Master of Science 
degree in Mechanical Engineering 
from the U. S. Naval post graduate 
school. 

7 


Samuel Marcus has been made 
executive vice president and general 
manager of the Lion Uniform Co. of 
Dayton, Ohio. In other changes made 
necessary by expanding — business, 
Lawrence Gropper, who has_ been 
serving as field director of sales, suc- 
ceeds Marcus as vice president in 
charge of sales; William Carra-Donna 
has been placed in charge of East 
Coast sales with headquarters at New 
York; Judd Schraden has been named 
manager of the Northwest sales office 
at Minneapolis; and William McMeen 
and Charles Seyler have been trans- 
ferred to the Los Angeles office. 


Charles F. Beckwith, 70, a former 
engineer with Neptune Meter Co., 
and A. O. Smith Corp., died at his 
home in New York Dec. 17. A firm of 
which he was a principal was an early 
day manufacturer of service station 
equipment, including one of the first 
gasoline pumps. When the pump divi- 
sion of the business was sold, Backwith 
went along, first to Neptune and later 
to Smith. He retired from his post 
with A. O. Smith last year 


Two former oil men have been 
added to the sales staff of the Price 
Battery Corp., Hamburg, Pa. 

Jay W. Staup has been named sales 
manager of Price’s Monark Battery 
Div., Wapakoneta, Ohio. He will be 
in charge of sales in a five-state area, 
including Illinois, Indiana, Kentucky, 
Michigan, Missouri and Ohio. Staup 
was formerly with Ford Motor Co., 
and Standard of of Indiana. 

O. H. Shelton, Jr., formerly a dis 
trict sales manager for MacMillan 
Petroleum Corp., will be southern 
sales representative for Price, with 
headquarters at Atlanta. Both moves 
are part of an expansion of selling 
activities in areas served by the five 
Price manufacturing plants. 
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Critics Ask: 


Will they cut full-tank orders? 
Will the cost be too high? 

Will maintenance be a problem? 
Are they legal? 


Backers answer: 


Dealers can still solicit full tanks 
They'll pay out in the end 

There are no special problems 
They can pass Underwriters’ tests 


Will Preset Pumps Help Sales? 


MOST MARKETERS are dubious about preset- 
ting units for gasoline pumps, but some—like 
Standard of Ohio, Socony Mobil and General 
Petroleum—are actively interested. Backers say 
many objections to presetting result from lack of 
information. One key point is the nature of the 
preset device itself. (NPN—Oct, p 114.) 

Presetting couldn't get to first base without the 
latch-equipped automatic shutoff nozzle. The trick 
is to work nozzle and preset device as a team to 
get unattended gasoline pumping. 

You can do part of the job with the nozzle alone 
If the customer wants a full tank, you just leave 
the open nozzle in the fillpipe and it shuts off 
by itself when the tank’s full. 

With a preset device you can take care of the 
customer who wants a specific amount instead of a 
tankful. Veeder-Root’s experimental unit has a 
bank of eight push buttons for delivery of $1, 
$2, $3, or $4 worth of gasoline, or five, eight, 
ten or twelve gal. The flow shuts off automatically 
when the specified quantity registers on the meter 

When you use the preset device and the auto 
matic nozzle together, the nozzle acts as a check 
If the tank won’t hold the specified amount, the 
nozzle cuts off, preventing spillage. 

You can safely use automatic nozzles alone, as 
many dealers do—but only for full-tank customers 
You shouldn’t use a preset device alone because of 
the danger of overflow. 

Drive for Full Tank Sales—The drive for “fill 
er up” customers is the big reason for a lot of 
doubts about the preset device. Many marketers 
think presetting would somehow generate more 
“short orders.” 

But others see no threat to the full-tank cus 
tomer. “The dealer can continue to solicit a tank 
ful from everbody,” says one operations man 

One company reports a survey that shows “the 
average motorist knows what kind of gas he wants 


By FRANK C. STURTEVANT 


Equipment Editor 
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and how much”—and isn’t likely to be influenced 
by the type of pumping system used. 

“This isn’t a device to please customers,” says 
fom Kroetch, retail sales manager of Tidewater 
Oil’s western division. “It’s just a mechanical de- 
vice to help the dealer.” 

Good marketers will never give up pushing for 
full tanks, observes a sales official. “But there’s no 
sound reason why the preset pump should lessen 
the force of those efforts,’ he adds. 

Both sides agree many customers do ask for less 
than a tankful. Instead of serving them manually 
Sohio believes the preset device can free the op 
erator for other duties, add speed and efficiency to 
service, and give him time to sell other items with 
out holding up the customer 

Cost vs. Dealer Benefit—As some marketers sce 
the preset device, the dealer alone benefits 

“That notion overlooks supplier dependence on 
dealer welfare,” says a retail department executive 
“The time the dealer saves either cuts his costs, o1 
frees him for more selling, or both. Either way, we 
also win.” 

A number of marketers agree with that statement 
“Almost everything a dealer sells carries some 
profit for his supplier.” says one marketing official 
But incidental supplier profit from added sales i 
not the main consideration, says this group 

They strongly believe that added dealer profit 
and reduced dealer labor cost are paramount. “We 
have a big stake in having prosperous dealers, 
savs a sales executive. “We want them to make 
enough money so they can hire the $2-an-hour 
kind of help. Then they'll give so much better serv 
ice theyll do a bigger gasoline busines: 

\ preset pump should allow one man to do the 
work of one and a half men,” says Leslie Choyce 
idvertising and sales promotion manager of Ca 
nadian Petrofina, Ltd. “We get a lot of $2 and 
$3 orders now. It could mean more volume by 
freeing the pump area quicke! 


How Much Upkeep?—-Lots of marketers who 





“It could mean more volume by freeing the pump area...” 


That’s one marketer’s comment on the preset pump 


(Begins on page 197) 

haven't yet seen the preset device are wary of pos 
ible upkeep headaches. “This sounds like a piece 
of jewelry to me,” says a merchandise manager 
Another gives his impression that it’s too complex 
and might need frequent adjustment. 

Against these misgivings, a few operations en 
gineers who have studied Veeder-Root’s device 
the only one known to be presently operating 
don’t regard it as a maintenance problem. 

What Says the Law?—There are always two 
hurdles for any gasoline dispensing pump. It must 
be approved by both the fire and weights and meas 
ures departments 

Weights and measures officials, commonly Known 
as sealers, look first for accuracy of measurement 
Preset meters have worked well when used else 
Where in the petroleum industry for a good many 
years. Lo that extent their accuracy is known 

One critic thinks sealers would object because 
the addition of a presetting device might “increase 
the chances of inaccurate measurement.” But few 
look for serious trouble on that score 

More of a problem are the fire regulations in 
many states and cities that forbid unattended pump 
ing. A necessary preliminary step to change that 
situation has already been taken. Automatic nozzles 
with built-in hold-open latches have been approved 
by Underwriters’ Laboratories for two nozzle manu 
facturers. One ts already on the market 

While the action of Underwriters’ is not binding 
on fire officials, their usual practice is to accept 
UL-approved devices. There are moves under way 
now both in the United States and Canada to get 
fire marshal approval where it’s needed 

Iwo factors should help pave the way. Both 
dealers and the American Petroleum Institute think 
unattended pumping with automatic nozzles is safe 
The groundwork of getting an approved nozzle on 
the market was instigated by the API Operations 
and Engineering Committee. That fact carries some 
weight 

For all practical purposes dealers have already 
proved that unattended pumping is safe. For the 
past seven or eight years they've been buying 
hiold-open clips separately, without official ap 
proval. They've worked so well their use has gone 
unnoticed by fire marshals generally, even where 
the use of the nozzles is contrary to regulations 

lustrating the favorable official attitude, Martin 
S. Hurst-——deputy fire chief of the Province of On 
tario—says there’s no prejudice against the nozzles 
or the preset meters. “If somebody took the time 
and trouble to prove the absolute safety of either 
item, the fire marshals office would not hesitate 


to give safety approval.” 


And N. F. Grebeldinger, operations manager 
British American Oil Co., observes that you spill 
less gasoline with the automatic nozzle than with 
the manual type. He agrees with a number of op- 
erations men who point out that spills from human 
carelessness are more frequent than from mechan- 
ical failure. 


What a Trial Run Shows 


From the first two months of a trial operation 
in Hartford, Conn., it’s apparent the $2 sale 
leads all others. The presetting device was used on 
about half of all transactions at the test pump, 
says Veeder-Root. 

Specific quantity orders broke down this way: 
Quantity “% (based on 
ordered preset orders only) 

$2.00 10% 
$1.00 25% 
$3.00 14.5% 
$4.00 3.5% 
10 gal 8.4% 
5. gal 1.6% 
2.0% 
70% 

While eight presetting push buttons were built 
into Veeder-Root’s pump, the figures above raise 
the question of whether eight are needed. The an- 
swer will come only after other trials 


How the Future Looks 


Sohio has made an exhaustive study of preset 
devices and is in favor of using them. Mid-1958 is 
the target date for a full-scale test. Sohio plans to 
use a dial-type device of its own design. 

Several other companies are ready to test the 
units when they become available. General Petro- 
leum is one, says E. E. Winters, retail merchandis- 
ing manager. 

Socony Mobil may also consider a trial at its 
Garden City, N.Y., training station, says C. C 
Garatalo, in charge of the station. He believes any- 
thing that will save the dealer’s time should pay 
for itself. Several other companies are reportedly 
interested 

Meanwhile, a number of patents have been taken 
out on preset devices. Pump manufacturers say It’s 
no problem to make them—whenever the industry 
is ready for them 

While there’s been some talk of extra cost run- 
ning all the way from $40 to S80 per pump, 
there’s no basis yet for any sound estimating 

Cost can make or break the presetting idea 
this may prolong the testing period. The pump 
manufacturers and oil companies both need to fore 
see a widespread if not universal use before eithet 
can talk price © 
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What's New in Equipment .. . 








Sign of the Times 


A RADICAL CHANGE in gasoline 
dispenser design (above) has been in 
troduced by Standard of Ohio. For 
use with remote pumps, it consists of 


Battery tester 


has expanded scale divisions of 
1/ 100th of a volt, together with color 
areas, to quickly indicate battery con 
dition. Features include retractable 
coiled cord needle-sharp prod adjust 
able from 2!2-in. to 4'2-in. for testing 
any cell of a 6 or 12 volt battery 
rubber shock absorber on prod han 
dle; hanger on back of chrome-plated 
meter case. Burton-Rovers Co 42 


Carleton St., Cambridge 42, Mass 
Circle No. 1 on COUPON, P 200 
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a pillar-mounted housing containing t & Barker. The 
only the meter and computer. A low WwW In service at 

Hat hood holds 
and pump lights 


SIX pumps 


gasoline brand signs 


mack to 
Lokheim 


produced by 


have been Improved 


Sohio’s patented design by only objectivi 


ind six more will be Sohio 


Expansion joints 
for tank 


and larger are said to 


farms with lines 4-1n 
thsorb. lateral 
and Jongitudinal movement in’ one 
Manutacturer ivs all move 


cycle 


ment is absorbed by the tree mo 
ments of each interlocked jomnt seal 
with packing for high operating 
sures. Dept. EX 
thle Metallic Lubin 
La., Philadelphia 

Circle No. 2 


Emergency battery 

for starting stalled cars p 
a unit integrated with service vehicl 
Automaticall 


livers double starting current at 


electrical system 


ind is automatically mau 
tained al full 


vehicles generator. Locking 


rect voltage 
charge 
protects the quatit 
ponents ind expel 
clamps from weathes 
lak Products Co 
Chicago 39, Ill 


Circle No 


Equipment 





Equipment 


Aluminum LP-gas 


cylinders (100 Ib. capacity) weigh 
47 Ibs. vs usual 80 Ib. Manufacturer 
claims they cost less to ship, handle 
easier and are corrosion-resistant, 
which adds up to less maintenance. 
Meets ICC-approved specs. Benson 
Manufacturing Co., Kansas City 27, 
Vo. 





Circle No. 8 on coupon 


Tri-Sure Assemblies 


. are now available in a new Clinch- 
;' on form ready to be dropped into 
Aes P 7 place and securely crimped over the 
Yi Je pail opening. Special clinching tools 
a for either pneumatic or manual op- 
eration are also available, on loan to 
can fillers. Pail openings are formed 
by the container manufacturer from 
dies supplied by American Flange. 
Reversible, threaded, collapsible and 
push-pull spouts are available in more 
than 24 variations of fittings applicable 
to one standard opening. Special cat- 
alog available. American Flange & 
Manufacturing Co., Inc., 30 Rocke- 
feller Plaza, New York 20, N. Y. 


Circle No. 9 on coupon 


New Oscilloscope valves, pre-ignition, late flame, engine 
noise and vibration. The new model 


with a price tag of $495 is offered : 
checks only ignition performance and 


by Du Mont. Strictly for ignition 


: is intended for use by smaller service 
analysis, its called the Du Mont Ig- 


stations doing only light tune-up work, 
nitionScope to distinguish it from the says the manufacturer. Allen B. Du 
original EngineScope, priced at $725 Mont Laboratories, 750 Bloomfield 
The original scope can be used for fve., Clifton, N.J. 

exhaust analysis, for detecting poor Circle No. 5 on coupon 


Plug tester Scott wipers 


gives a direct spark reading on an are now available in a “heavy- 
indicator instead of the old compari duty” version, brand No. 570. Said 
son with the spark from a new plug to clean and dry windshields better 
Other features: abrasive bag that sifts and quicker than ever before. Made 
out worn abrasive dust, automatic of two paper plies with high wet 
water trap to remove moisture from strength and high water-retention ca- 
abrasive, more accessible spark switch pacity. Packaged 150 wipers to a paper 
button, plug adapter with ground con- sleeve, 16 sleeves to a case, providing 
tact for three-pronged power supply more sheets per case than Scott wipe! 
cord. Champion Spark Plug Co., To brands 56 and 58. Scott Paper Co., 
ledo, Ohio Chester, Pa 

Circle No, 6 on coupon Circle No on coupon Headlight aimer 

is made of die-cast magnesium. 

Manufacturer claims new Trulite 3DM 


is lighter, stronger, more compact than 
e FOR FURTHER INFORMATION _ ee aera 
o : eta d it ihe Cee we ween previous models of a uminum or plas- 
n equipment or literature described in this issue: tic. Price $29.50, including steel wall 
below. Fill in the reply coupon, clip and mail to = . 
' ; i brackets, steel display sign, calibrated 
@ Readers’ Information Service . A 
NATIONAL PETROLEUM NEWS line level, headlight meter, customer 
330 W. 42nd St., New York 36, N. Y. check pad and instruction book. Tru- 
Your Inquiry will be forwarded to the manufacturer. Void after May, 1958 lite Automotive Corp, 3453 Cahuenga 
Blvd., Los Angeles 28, Calif.; 12 De 
pot Sq., Englewood, N.J 
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NATIONAL PETROLEUM Q&S EEE 
A McGraw-Hill Publication 2/58 
Prover tank 


. for calibrating LP-gas meters has 
Company ............ 7 : a working pressure capacity of 750 lbs. 
Complies with API-ASME. tentative 
code No. 1101 for unfired pressure 
vessels, with a stamp at 100 deg. F. 
Each of the double seraphin necks 


Street Address 
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(Continued from page 200) 


have a calibrated etched scale in gal- 
lons, the upper neck having two gage 
sets and the lower neck having one. 
Prover tank is complete with four pipe 
legs, ladder and working plattorm by 
the upper body. Over-all height, 13-ft., 
6-in., with lower seraphin neck ter- 
minating 12-in above the ground 
Calibrating tank brochure available 
from Brown Steel Tank Co., 29/1 § 
L.. Fourth St., Minneapolis 14, Minn. 


Circle No. 11 on coupon, p. 200 


Multi-purpose lift 


. converts to any one of five special 
units, quickly and without tools. Serves 
as barrel lifter, tipper and stacker; plat- 
form lift, fork lift; crane; or bumper 
jack. Available both as electric power 
or manually operated model. New tele- 
scopic feature and extra sheave per- 
mits lifting to higher levels, while 
low over-all height provides for con- 
venient storage. Budget model non- 
telescopic lift is also available. Strat- 
ton Equipment Co., 2030 E. 105th St., 
Cleveland 6, Ohio. 


Circle No. 12 on coupon, p. 200 


Lube oil nozzle 


.. has been developed for both gen 
eral and aircraft use. The P-2060 is 
described by the manufacturer as hav- 
ing a full-flow, streamlined design; 
lightweight, high-strength aluminum 
construction; comfortable handgrip; 
and as being easily disassembled for 
maintenance. Available in two sizes: 
1¥2-in. x 1¥%2-in.; and 2-in. x 1'2-in; 
both equipped with dust cap and 
ground cable. Milwaukee Valve Co., 
2355-75 §. Burrell St., Milwaukee 
Wis. 

Circle No. 13 on coupon, p. 200 


Power tire changer 


uses air COmpressor from the 
service station air supply. Known as 
the Henderson Model P-58, other fea- 
tures are Wedge-Wing bead-breakers 
said to free tire beads four times as 
fast without binding or twisting; 
Safety-Lift demount tool; and bead- 
protecting mounting tool. Powair-Pak 
units will also be available as a pack- 
age to fit older model Henderson Air- 
lock tire changers. Big Four Industries, 
Inc., 5938 Carthage Court, Cincin 
nati 12, Ohio 

Circle No. 14 on coupon, p. 200 


Hydraulic drum lift 

. has completely enclosed gear re- 
ducer device, which is_ self-locking 
and is said to insure absolute control 
at any pouring angle. Designed to 
handle S5S-gal. drums, but can _ be 
adapted to handle other steel and fibre 
drum sizes on special order. Lifting 
capacity 750 Ibs; lifting height, 70-in 
Sterling Fleischman Co., P. O. Box 
94, Broomall 1, Pa 


Circle No. 15 on coupon, p 200 
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KENTUCKY 


Gashoy Pumes 


For every size consumer- 
commercial account. 
Fred H. Towery Equipment (Co. 
1013 East Broadway 
Louisville 4, Ky. 





NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


e OPW Valves and Fittings 

e Marlow Pumps 

e Blackmer Pumps 

e Erie Pumps and Equipment 


WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 
359 Mclean Blivd., Paterson 3, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 





EQUIPMENT SALES CO. 


164 E. Exchange St., Akron 4, Ohio 

Phone—Jefferson 5-8215 

Factory Representative for 
Westinghouse, 0. P.W., Lincoln 
Neptune, Huffman, Goodrich, 
Air, Oil, Hydraulic and Gas 

Hose and Coupling Service 

SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 

DISTRIBUTORS FOR: Wayne Pumps & Equip 

ment, O.P.W. Valves and Fittings, Gorman-Rupp 

Fill-Rite Pumps, Whiteway Lighting, Saylor-Beall 

Compressors and National Hose 

211 Lincolnway West, New Oxford, Pa 
MAdison 4-4131 








E. O. HABHEGGER CO. 
24th & Fairmount Aves 
PHILADELPHIA 30, PA 


Engineering G Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 











RUTLEDGE EQUIPMENT CO. 


334 Blvd. of Allies Pittsburgh 22, Pa 


Rutledge Service Station Flood Light 
GGB Equipment—Buckeye Valves 
Fittings 
Granco Pumps G Meters—-Air 
Compressors 











Equipment 


No. 500 hold 15 tires . 


& 


No. 503 holds 17... 


» 


. and No. 502 holds 18 


Three tire racks 


have been designed to pel the most 
impact out of product display on the 
driveway. No. 500 holds 15 passengel 
tires in) pyramid arrangement. No 
S03 holds 17 tires in a combination of 
triangular center section with four 
side wings. No. 502 is an I&-tire rack, 
with two rows of six tires on the lowe! 
level and single row of six above, plus 
a decorative end panel. Jack P. Hen 
nessv Sales Co., 12) Depot Square 
Lnelewood, N. J 


Circle No. 16 on coupon, p. 200 
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LPG Vapor meter 


has been developed especially for 
LP-gas dealers who bill through indi- 
vidual meters. Incorporated in the 
meter is a new, easy-to-read index 
designed by Neptune especially for 
the LP-gas industry. Direct-reading 
index mechanism, of corrosion-resis- 
tant brass, is mounted on the exterior 
of the mete! A synthetic boot at the 
point where the index shaft enters the 
meter Case prevents the escape of gas 
should the index cover glass be acci 
dentially broken 
Capacity ratings are 42 cfh with 
Indexes 
are available in units of cubic feet, 


propane and 37 cth butane 


pounds, gallons, cubic meters or deci 
therms. Manufacturer claims accuracy 
is Maintained over the full range from 
Avail- 


able with either heavy sheet brass or 


pilot burner to rated Capacity 


tinned steel case. Meter weighs 8 Ibs., 
and operates at a maximum working 
pressure of 2 psi. Neptune Meter Co., 
19 W. SOth St., New York 20, N. Y 
Circle No. 19 on coupon, p. 200 


Cam-lock battery carrier 


is designed to permit easy, one- 
hand lifting of batteries of any size 
without damage to the case. Spring 
loaded ratchet bar permits adjustment 
to any case width. List price $3.95. 
Better Specialties, Inc., 605 W. Wash 
ington Blvd., Chicago 6, Ill 


Circle No. 20 on coupon, p. 200 


Fuel burette 


is designed to measure fuel con 
sumption of engines under dynamo- 
meter test. Stainless steel construction 
eliminates fire hazard of glass break- 
age. Further protection 1s provided by 
air-Valving, or with special explosion 
Accuracy of 0.25% 


bubble 


proot solenoids 
is aided by elimination § of 
traps, since design produces continual 
upward fuel flow to engine. Device 
handles all combustion engine fuels 
Iwo standard models are available, 
each with automatic timing and four 
manually selectable volumes: 600° cc 
capacity for 75, 150, 300 and 360 cc; 
1,000 ce capacity. for 150, 300, 600, 
1.000 ce. Both available in remote- 
controlled panel or in a mobile con- 
sole. Mobile unit features quick-dis 
connect fittings, remote shutoff valve, 
fuel conditioner and = pressure regu- 
lator. Performance Measurements Co., 
I1S301 W. MecNichols Rd., Detroit 35 
Vich 


Circle No »] On COUPON, P. 200 


NATIONAIT 


Check valve 


for service station pumps is said 
to retain prime indefinitely. Spring- 
actuated movable disc has ample bear- 
ings on both sides, said to eliminate 
improper seating. Manufacturer claims 
that petroleum-impervious seal will not 
leak even under severe vibration. The 
one moving part can be removed 
without breaking the line. The CPV 
check valve has an alconite body and 
bronze fittings. Two 1'2-in. models 
are available, one with a union. fit- 
ting and one with a Dresser coupling 
end. Combination Pump Valve Co., 
850 Preston St., Philadelphia 4, Pa 

Circle No. 22 on coupon, p. 200 


Truck bodies 


have variable compartment and 
shelving arrangements to fit the needs 
of maintenance and burner service 
trucks. Two full-width 
added to all 18 utility models provide 
extra rigidity. Capacities range trom 
one-half to compartment 
capacities range from 36 cu. ft. in 
half-ton models to 68 cu. ft. in one-ton 
models. Compartment 
double paneled with die-formed water 
traps. Available as panel bodies with 
permanent roofs or with canopy tops 
May be mounted on any standard 
single or dual wheel chassis. Over-all 
body lengths at the floor line are 78 
to 108 inches. Inside floor areas range 
from 26 to 38 sq. ft. Other features 
include reinforced heavy- 
duty safety tread plate floors; rein 
forced front bulkheads and complete 
undercoating. Reading Body Works, 
Reading, Pa 
Circle No. 
(Continued on page 207) 


cross — sills 


Oone-ton; 


doors are 


tailgates; 


23 on coupon, p. 200 
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Why permanent hed nas ? 





Four good answers spell better service... bigger profits! 


A” RMANENTLY- 
ATTACHED 
COUPLINGS COST LESS 
And because modern hose 
j o good... last o long 


e-attachable couplings 


ent at about 


For fuel-oil hose .. 


Februar * NATIONAI 


F gaee NG ECONOMY MACHINE- 
WITH PERMANENTLY- 

ATTACHED COUPLINGS. 

Hidden expense 

time, paper we 

shipping, ete 


For complete specifications on 
fuel-oil hose couplings write to 
Scovill Manufacturing Co., 
Merchandise Division, 

88 Mill St., Waterbury 20, Conn. 
Ask for Bulletin No. 520-H. 
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Offering a full range of Mack engines— 


gasoline, diesel, turbocharged diesel— 


Two great new MACKS 





New Mack Model N—with power to earn 





New look in a proved performer— 
Mack Model H 














> 
~~, 


< 


ANE ATH Ee, 
* 


join the Bulldog fleet 


model has full tilt-cab accessibility 


And every 
Now! Mack 


duty 


init. You 


(5 to 20 speeds) 


that best m 


models with 





JU RR ( the ve accomplished by a ing 
5 stee WV b with a bronze ball crank handle 


An 18 In. 
asphalt 
manhole 
weighing 
only 47 Ib. 
with ring 











mp 
os lightweight. rugged steel. ductile iron and bronze 
asphalt manhole is a fitting COMpanbon tO Our indestruct- 
ible asphalt valves. Tn addition to being light in weight 
and without cast iron parts, this 18 in. asphalt manhole 
offers you the advantages of quick closing. positive 
sealing, and accurate seating. [ts (Que k-acting cover 

only one in. steel swing bolt with bronze ball erank 
handle thehtens a prostlaye ly sealed by a te in, square 
Perlo asbestos gasket seating on the machined edge of the 
ring. Pts hinge lugs, with stainless steel shaft, are widely 


paced to insure accurate seating of the cover on the 


ring over many years of service, 


POSITIVE ddl bees Simplify your manhole problems hy specifying our 
mn juare er ‘ 5 K ¢ 
seating on the re edpe ¢ ( a phi ilt COVel No. \ LO; & It rile for le tailed information 
ring. Accurate } 
the widely s 


loday, 


and price 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EA ST rhOGk SR EEF, (Ps pEA Det PTA S4n Pas 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS e OIL MARKETING EQUIPMENT 


COMPANY, 325 FREMONT TREET, SAN FRANCISCO 5, CALIF. ¢ HOWARD SUPPLY COMPANY,5125 SANTA FE AVENUE,LOS ANGELES 11,CALIF. 
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Oil Heat... 





Fuel oil additive 


is claimed to prevent formation 
of soot and slag, sludge build-up in 
storage tank and carbonization at pre- 
heaters and nozzles, according to 
manufacturer. Contains combustion 
catalysts that lower ignition tempera- 
ture of carbon and soot to point where 
they burn away at normal boiler tem- 
peratures. One gal. of additive treats 
6,000 gal. of oil. Harco Chemie al Co 
Cranford, N. J. 

Circle No. 24 on coupon, p. 200 


Hose warning signal 


is designed to prevent pedestrians 
trom tripping over fuel oil delivery 
hose. New model Auto-Flash straddle 
signal includes these features: wider, 
heavier lens holder; a carrying handle 
that also protects the signal light; 
switch guard; new multi-facet lens to 
provide a more brilliant light. Auto- 
motive Enterprises, Inc., 400 Hoover 
4ve., Bloomfield, N. J 


Cire le No 25 on coupon, p 00 


Literature ... 





Magnetic meters 


for all petroleum industry appli 
cations including bulk plants, trucks 
and terminals are discussed in a new 
brochure. Characteristic advantages of 
the floating rotor and other features 
are Outlined together with principles 
of operation and typical performance 
The Pottermeter Co., U.S. Route 22 
Union, N. J 


Circle No. 26 on coupon, p. 200 


Pump bulletin 


deals with combinations of duplex 
and single pumps for a variety of 
island layouts and for both two- and 
three-product marketing, and for con 
ventional and remote pumping instal 
lations. Form No. 1660, Erie Meter 
Systems, Inc., Erie 6, Pa 


Circle No. 27 on coupon, p. 200 


Cost Record Book 


for truck fleet operations, pub 
lished annually tor the past 36 years 
Is now available in a new edition. It 
has been brought up-to-date to reflect 
modern fleet cost practices. Sales Pro 
motion Dept., White Votor Co 
Cleveland 1, Ohio 

Circle No. 28 on coupon, p. 200 
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REVOLUTIONARY! NEW! 
CUSHIONED WIRE SPRING 
MAKES ALLPUMP HOSE 

a > 4) - ) ee Mo) Cet aa ie 


Now! One hose for all styles of gasoline pumps! Maltese Cross 


Allpump Hose, with the exclusive “cushioned wire spring’”’ prin- 
ciple, provides unequalled flexibility, durability, and high carcass 
strength. It withstands twisting, kinking, and abrasion of gas 
pump service. The cover is impervious to all gasolines, diesel fuels, 
and weather 

When filled with high test gasoline, H-R Allpump Hose exceeded 
hy 25 times the 18,900 cycles required for the UL “‘single wheel” 
flexing test; it exceeded by 10 times the 35,000 eycles required for 
“pull-out” flexing. Special construction eliminates tube and cover 
blisters, and prevents carcass separations in the coupling area 
There is no price premium. 

To find out how H-R products and services can help you, consult 
your classified telephone directory for the nearest H-R repre 
sentative, or contact Hewitt-Robins, Stamford, Connecticut 


@ HEWITT-ROBINS 


CONVEYOR BELTING AND IDLERS...POWER TRANSMISSION DRIVES 
INDUSTRIAL HOSE . VIBRATING CONVEYORS. SCREENS &A SHAKEOUT 





onlY EWER-TITE avick coontings 


can make all these claims 


Superior quality 4 
— precision a 


Uniform wall thickness 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra ae 

Hi-Strength Stainless — 

forged Steel pins 

handles —greater 

—greater safety and 
economy longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
— accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 


NEw 
CALLING 
CARD 
ON 

THE 
WATER- 
WAYS! 


CO 


“ORATION 


Rar 


Frankly, we've outgrown our former corporate names 


lhe friendly, efficient carrier services that shippers have depended 
on for 30 years have grown to include a number of related activities 


« Water transportation and towing on the Great Lakes, Mississippi- 
Ohio system, Gulf and East Coasts « Rapid overhaul and repair of 
pipeline, locomotive and marine diesels « Transportation and en- 
gineering consulting « Fleet management, scheduling and dispatching 
e Vessel designing and leasing « Supplying marine equipment 
and parts e Plant waste disposal. 


So call on National Marine for fast and economical solutions to 
your engineering and transportation problems 


NATIONAL MARINE SERVICE 
INCORPORATED 

Generali Offices: 21 West St., New York 6,N.Y.+ Phone: WHitehali 3-8680 

Engineering Sales & Service Dept Operating and Trattic Offices 

800 Delmar Ave., Hartford, Miinois New York; St. Louis 

Tel. (St. Louis) - CHestnut 1-6358 Indiana; Houston; New 


MEMBE FS F THE AMERICAN WATERWAY OPERATORS 
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Equipment 


Manufacturers .. . 





For combination bulk plants and 
service stations there is at least one 
submerged pump on the market de- 
signed to supply both loading racks 
and dispensers. Need for such a pump 
Was expressed in “Wanted: New Oil 
Marketing Equipment”, in the De- 
cember NPN, p. 139. An oil comp2.ny 
engineers suggests that Tokheir;’s new 
Model 60-E high capacity submerged 
pump will do the job, 't’s a 200 gpm 
pump. 

. 


Farrell Mfg. Co., Joliet, Il., has 
appointed General Equipment Co., 
3952 Clayton Ave., St. Louis, as dis- 
tributor for Farrell truck tanks and 
related equipment in the area within 
a 150 mile radius of St. Louis. Gen- 
eral Equipment, headed by E. De 
Penaloza maintains completely inte- 
grated engineering, maintenance and 
repair, construction and sales depart- 
ments to serve the marketing and 
transportation segments of the petro- 
leum industry. 


Personnel... 





Gerard Ww. 
Ahrens has been 
named manage! 
of industrial sales 
for Purolator 
“iain inc. 
Rahway, N. J. He 
has ida with 
Purolator since 
1935, serving in 
the — production, 
accounting and 
credit depart- 
ments before becoming a sales engi- 
neer He held the post ol district 
sales manager before his new = ap- 
pomntment. 


Ahrens 


Benno — Fried- 
man will fill the 
newly. created 
post of advertis- 
ing manager for 
Rotary Lift Co. 
Div. of Dover 
Corp. He _ has 
been with Rotary 
for the past three 
years, most re- 
cently in the ele- 
vator sales depart- 
ment. Friedman holds a BS degree in 
business administration from Ohio 
State University and did post graduate 
work at Columbia University. He 
served as a Ist Lieutenant in the Army 
Transportation Corps 


Friedman 
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Private Branders .. . 
(Begins on page 137) 

with the branders. Natur 
ally, the private branders don’t buy 
this idea 
price wars, and it’s safe to predict 
The outlook, say some private 


private 
This has brought on some 


more 
branders, is for the refiners to land 
in between 

Not all private branders are wor 
ried about these developments. One 
big one joshes the independent refin- 
ers: “Try to get good locations for 
your stations, so when I take over, I 
won't get a lot of bad sites.” 


Pricing: All Mixed Up 

Most private branders like other 
marketers, say today’s pricing struc 
ture is pretty well messed up. “We've 
all been guilty especially mayjors-—o! 
basing our prices on the weakest links 
in the chain,” comments One 

A few see some signs of recent sta 
bility through wider use of four-level 
price structure 

Some of the blame for market tur- 
moil is placed on other private brand- 
ers. “Some of them are too hoggish 
says a large operator. 

But most of the blame lies with 
“gallonage-hungry” majors, many pri- 
vate branders charge. 

It starts with the question of profit 
Private branders know they have to 
make one. But many of them claim 
most majors are subsidizing market 
ing. Gallonage is what majors really 
want, they say 

lo get more 
branders charge, many 
guilty of these practices: 


gallonage, private 
majors are 
e Granting temporary allowances 
that encourage price wars. Most pro 
vate branders think dealer subsidies 
are all wrong yv say allowances en 
able a few dealers to profit during 
price wars, while most get hurt 

e Encouraging their dealers to drop 
prices and/or give discounts. Salesmen 
are the worst. but the brass do it too 
And they don’t expect much 
until all concerned in 


they say 
improvement 
offending COMPAanles from salesmen 
up—are held accountable for profits 
as well as gallonage 

e Building stations for “1965 con- 
sumption.” They say the majors build 
too close to their own stations. This 
hurts the old dealers, who drop the 


price Or discount to regain business 


levels tarting at the 


branders with no 


The four-pric 
bottom, are: private 
stamps; private branders with stamps; 
majors with no stamps; and majors with 


stamps 
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e Sometimes breaking several deal- 
ers before a new station earns a profit. 
Chief reasons given: High rents and 
too much competition from their own 
brands. 

Most private branders know their 
own ranks aren't “lily white.” And, of 
course, many of their complaints 
against the majors work both ways 

Stamps are another big problem for 
private branders, even those who give 
them 
an accepted market valuc 


Many 


major stations allow a lé differential 


mainly because of the lack of 


private branders and some 


for stamps. But they claim many 
major stations dont. Other types of 


premiums are sometimes even hard 


General 


to evaluate than stamps 
Lhing ire 
When you remember th 
tions 
two p 
cost 
Site Oil 
collect 
The Outlook 


privat hy 


outnumdbdet 


LD spit 


in. the l 
If pri 
have al ati US ‘ ‘ I mans 


Viey F 2 


OR BULK PLANTS... 
TANK FARMS...TERMINALS 


PERFORMANCE 


with 
Roto-Prime 
Pumps 


Here’s a centrifugal pump designed specially for handling 


petroleum products . . 


self priming on suction lifts. 


. for proved efficiency and positive 


The cut-away picture of the Gilbarco Roto-Prime 


illustrates exclusive features which make this pump 


the most versatile in the petroleum handling 


industry. Write today for further information 


on why a Roto-Prime is your best buy. 


NEWS 


Gilbert & Barker 
aa) a 
West Springfield, Mass. 
Toronto, Canada 





“In 14 months...not 
a single b aring 


Nis oe 
a 
Conveyor-stacker handling moist, 


Sticky material which builds 
up on the rollers. 


lubrication failure 
with lithium-base grease!” 


lithium-base orease 


does the job... 


and does it better! 


. Ore unloading conveyor rollers 
handling 200 tons of 
ore per hour. 


“K 


Pinion gear transmitting power 
from 600 h.p. motor 
to a ball mill. 


Pan Conveyor handling hot clinker 
(1600°F), roller bearings in 
dusty, moist atmosphere. 


wks. . ; 
Leach tanks handling hot slurry 
agitators driven by Falk 
gear reducing units. 


V.A. Wemco classifier, part of wet 
grinding system, lower bearing 
submerged in hot sludge. 


v 7d 


above give graphic evidence of the rugged bearing 


Here’s a report of our own experience with lithium- g 


base grease under extreme industrial service condi- 
tions. Approximately 95% of the grease used in the 
plant of AMerican LitHiuM CHemica-s, Inc., our 
subsidiary at San Antonio. Texas, is lithium-base, 
one-type grease. In fourteen months operation we 
have not been able to trace a single cause for bearing 
failure to the lubricant used. The on-the-spot photos 


J i 
pips eae 


service requirements in this plant where lithium ores 
are processed into high-grade lithium hydroxide, 
itself an important ingredient in lithium-base grease. 
Performance like this is why grease chemists. manu- 
facturers, marketers and users all attest to the superi- 
ority of lithium-base...the one grease in place of 
many for efficient and economical operation. 


member of 


American Potash & Chemical Corporation 


3030 West Sixth Street « Los Angeles 54, California 


PEG. U.B. PAT. OFF 


Want to know more about TRONA 

lithium hydroxide monohydrate ? Send for our 
technical bulletin on this important 

chemical ingredient in lithium-base greases 


LOS ANGELES * NEW YORK * SAN FRANCISCO * ATLANTA * PORTLAND (or_E.) 


Export Division: 99 Park Avenue, New York 16, New York 
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Product Markets Are Tricky 


@ Domestic product markets are about as tricky as they ever have been. Despite reduced 


February 


refinery runs, they’re going to stay for awhile. There’s just too much inventory to be 
worked off 
Last fall, refiners went into the heating season with bulging inventories of gasoline. 
They're coming out of the winter—or so it looks now—not only with their leftover gaso 
line, but lots of heating oil as well. There’s trouble also with heavy fuel stocks—too 
much natural gas and too few degree days. A refiner says simply, “I’ve got too much of 
everything except customers.” 


Midwest Gasoline: Something New Is Added 


An “X” factor is being added to the Midwest gasoline market this spring and sum 
mer, because more and more Gulf Coast gasoline appears headed upriver. This sets the 
stage for a three-way fight between river, pipe line, and locally refined product. Net 
effect will be that of greater strain on contracts that hold jobbers to their branded com 
mitments as barged-in material cuts a wider swath around river terminals. And to look 
ahead a little, seasoned marketers are saying that space occupied by river gasoline most 
likely will be filled next fall with river distillates 


Commercial Account Capers 


In addition to a running battle between jobbers and suppliers over some very sharp 
prices on commercial gasoline business, it looks as though an intramural fight may by 
looming between management and field salesmen in some companies. Reports are that 
gasoline is moving to dummy accounts (jobbers lined up with a transporter) in certain 
instances, at around 1¢ off already low quotations. While deals make a salesman’s gal 
lonage totals look good, one supplier is cracking down on them because the profit is gone 


Distillate Difficulties 


There were many in the Eastern market who believed distillates were in need of 
seasonal price increase. But when Socony raised its prices 0.2¢ to 0.3¢ no one foi 
lowed, and the advance was rescinded three days later 


Residual Fuel Outlook 


Black fuel oil has had a bad time of it this winter because of natural gas, slack 
ened industrial activity and the weather. Price shading is extensive in many primary 
supply areas where inventories virtually are slopping over tank tops. Those in the trad 
see more trouble ahead for these fuels when demand finally shuts off this spring 
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RADIATION RESEARCH 


Using the largest load of irradiated cobalt ever sup 
plied by the Atomic Energy Commission's Brook 
haven Laboratory for industrial use, Cities Service 
is now exploring new and challenging oil frontiers. 

Witha potency 24% times that of the world’s known 
supply of radium, the irradiated cobalt is stored in a 
thick concrete chamber at the vast new Cities Service 
research laboratories at Cranbury, N. J. 

Radiation research is just one of many new tech 
niques employed at these new Cities Service research 
laboratories 

Here also. are the most advanced facilities for test 
nye and developing Hew fuels, oils and yreases all 


designed to keep Cities Service Dealers ahead ot 





competition 


How Dealers and Jobbers Can 
Better Handle Small Business Management 


lo be independent as a dealer or jobbet requires more than an 
ability to sell petroleum or service cars. 

It means the ability to handle credit... inventory . . . taxes 
bookkeeping .. . legal problems . . . and advertising, to name but 
a few. 

Little of this comes naturally. It must be learned. But how? 

Many believe that the Business Library established by Cities 

. = nena Service is a big part of the answer. 
Phis library is devoted solely to the problems and methods of 
A Real Hot small business management. [t is a clearing house for information 

written by experts in every field of business concise, clearly 


Customer For worded information in over 98 publications available to dealers 


ege “ ; ind jobbers 
Cities Service Also, you can submit questions to the Library, which (if it 
does not have the answer on hand) will get the answer from a 
Farmers are by far the largest customers re qualified expert. 
for petroleum products. 


If you would like more information about this service, or have 
a specific management question, write: Business Library, Room 
1702, Cities Service Oil Company, Sixty Wall Tower, New York 
5, New York 


ered 


In a recent year, the average farmer 
spent $418 for petroleum products to op- 
erate his farm . . . and this year’s expendi- 
ture is expected to be well above that. 

Cultivate the farmer and watch your 


ane 


pyre We ar 
Anal eR Sr: 


ee 2 


eye naabiaas = 
sale Brow! sha SP at oh RE 
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PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 
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Refinery and Terminal Prices 








All prices are supplied by Platt’s Oilgram Price Service, NPN’s sister 
publication. Arrows indicate upward or downward movement of the 
price preceding the arrow. Prices as of Jan. 15. Last previous listing: 


Dec 


Motor Gasoline 


Gulf Coast Cargoes 
00 oct. prem 1 
4 ¢ prem 


)s rey 
} 


7 pre 
preu 
reg 
reg 
47 oct, reg 
4 oct. reg 

ct. reg 2 
79 oct, reg 9. 625-10.5 
Albany, N. Y. 
17 oct. pren 19.7 
i t eg Ly, 
Baltimore, Md 


) t. prem 


{ 

t 

t 
i) { 
b oct 
42 oct 
10 oct 


i] oct. reg 
0 oct. reg 
Boston, Mass 
17 oct. prem 15.4-17.9 

t. prem 15 4-17.9 
/1 oct. reg 12.9-14.4 
W oct, reg 12.9-14.4 
Buffalo, N. Y. 
45 oct. pren 
G0 oct. reg 15.9 
Charleston, S. C 
i t. pren 15. 45-17. 65 
3 oet. prem 15.5 

wet. reg 13. 05-14 6 


ct. reg 
Chicago, Ul 


RY oct. reg y 
Corpus Christi, Tex 
6 oct. prem 16 
40 oct. reg 13 
Detroit, Mich 
1 oct. prem 16 
0 oct. reg 14 
Houston, Tex. 
16 oct. prem 14.95-16 25 
40 oct, reg 12 2-12.75 
Jacksonville, Fla, 
96 oct. prem 16.417 65 
Mf) oct. reg 149 
Miami, Fla 
16 oct. prem 16.65 
89 oct. reg 14.9 
Minneapolis/St. Paul, Minn 
oct prem § § 5 
Mobile, Ala 
16 oct. pren 
RY oct. reg 
New Orleans, La 
oct. prem 
MY oct. reg 
Norfolk, Va 
17 oct. prem 
5 oct. prem 
V1 oct. reg 
W oct. reg 
Pensacola, Fla 
16 oct. prem 

vet. reg 
Philadeiphia, Pa 

oct. pret 17 

M4 

Port Everglades, Fla 
1H oct. prem 16 
SY oct, reg iM 
Savannah, Ga 
i oct, pren 
84 oct. reg 
Tampa, Fla. 
v6 oct, pren 165 05-17 55 
AY oct. reg 14.2-14 8 
Wilmington, N. C 
96 oct. prem 15.02-17. 54 
03 oct. prem 14.85 
R09 oct. reg 13. 02-14.25 
87 oct. reg 13.5 
Okla. (Okla. Shpt.) 
8 oct. prem 14.75-15 25 
89 oct. reg 12.25-12.6 
Okla. Group 3 (Northern shpt 
98 oct. prem 14.75-15 
8Y oct. reg 12-12.25 
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N. Tex. (Tex. & New Mex. shpt.) 
07 oct. prem 15-16.5 
95 oct. prem 15-15.75 
88 oct. reg 13. 25-14.45 
86 oct. reg 13.25-14 
84 oct. reg 13.25-13.75 
W. Tex. (Tex. & New Mex. shpt. 
7 oct, prem 15.2-16.075 
5 oct. prem 15.2-15.325 
ot. reg 14.2 
oct, reg 13.7-13.95 
oct. reg 13.45 
. Texas (Truck transport lots) 
7 oct. prem 15-16 
oct. reg 13. 25-13.5 
S oct. reg 13 25-13 75 
oct. reg 13.25-13.5 
Cent. W. Tex. (Truck transport lots) 
417 oct. prem 16 075 
45 oct. prem 15.325 
88 oct. reg 142 
86 oct. reg 13.7 
84 oct 13.45 
60 oct. M & be 
low 13.45 
Ark. (For shpt. to Ark. & La.) 
4 oct. prem 1 if 


42 oct 


I 
Rf oct. re 


ret 
reg 11.750 

Kans. (For Kans. destinations only) 
98 oct. prem 5-15.25 

89 oct. reg 

£6 oct. reg 

60 oct. M & be- 

low 11.25-11.75 
Western Penna.— Bradford-Warren 
94 oct. prem 15 
88 oct. reg 
Oil City 

94 oct. prem 14.75-15.5 

88 oct. reg 13.25-18.75 
Pittsburgh 

94 oct. prem 15 4 

84 oct. reg 13.66 

Ohio— Quotations by Sehio for de- 
livery to Ohio points 

00 oct. reg 15.2 

Central Michigan 

97 oct. pret 6-16.20 

90 oct. reg 1 75 MV 
California— Los Angeles District 
Rack 

17-98 oct. pret W-16.7 


P 
15 
O4 oct re! 14 2W-15.6 
84 oct 12V13.6 


4 oct 


75 
13.5-14.9 


Tank Car 
97-98 oct. prem. 15 
04 oct, prem 14 

S4 oct, reg 12W-1 
Tank Truck (400 gal. or more) 
16 oct. prem 20 6 

84 oct. reg 17.4 

San Francisco District 

Tank Truck (400 gal. or more) 
96 oct. prem 21.1 

84 oct. reg 17.9 


Distillates & Fuels 


Gulf Coast Cargoes 

41-43 w.w. kero. 9-10 5 

No. 2 fuel 8 7TAW-10 25 

53-57 d.i. gas oil. .9.375-10 625 

48-62 d.i. gas oil. 9 25-10 5 

43-47 d.i. gas oil. .9.125-10.375 
Junker © fuel $2. 50V-2.65 

Bunker C fuel 

max. 1% sulf $2 

Albany, N. Y. 

Kerosine, No. 1... 11.2-11.7 

No. 3 fuel 10.7-11 

Diese! ol, shore 

plants 11.1-11.6 

No. 4 fuel $4. 03-4 

No. 6 fuel, a0 

sulf. guar $3.23 

Baltimere, Md. 

Kerosine, No. 1... 11-11 5 
do barges... 

No. 2 fuel 
do barges 

Diese! a shore 

plants 


522.70 


No. 6 fuel, no 
sulf. guar 
10 barges 
Light Diesel, 
bunkers 
Heavy Diesel 
bunkers 
sunker C, 
bunkers $2 
Baton Rouge, La. 
Kerosine, No. 1 10 
No. 2 fuel 10.3 
Diese! oil, shore 
plants 10.! 
No. 5 fuel $3 
No. 6 fuel, no 
sulf. guar $2 
do barges $2 
Light Diesel, 
bunkers $4.2 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers 
Boston, Mass. 
Kerosine, No. 1.. 
No. 2 fuel 
Diese! oil, shore 
plants 


Light Diesel, 

bunkers 

Bunker C, 

bunkers 

Buffalo, N. Y. 

Kerosine (a) 11. 9W-12.55 
Diesel fue! (a) 12Vv 

No. 2 fuel (a) 11.65-12.15 
No. 5 fuel... 10.75 

No. 6 fuel 10 25 


(a) Prices of some sellers to bulk com- 


mercial consumers are 0.15¢ higher 


Charleston, S$. C. 
Kerowine, No. 1,..10.8-11 
No. 2 fuel 10.5-11 
Diese! oil, shore 
plants 10.6-11.1 
No. 5 fuel $3.37V 
No. 6 fuel, no 
gulf. guar $2.95 

do barges $2.92 
Light Diesel, 
bunkers $4.30-4.51 
Bunker C, 
bunkers $2.92 
Chicago, Ill. 
Range oil, No. 1,.10.75 4-11.65 

10A-10.65 


9.15 


, low 
high 
, low 


bigh 
85-7 .95 


Cleveland, Ohio 

No. 5 fuel 10.8° 
No. 6 fuel 10. 05° 
* Delivered Cleveland 


Corpus Christi, Tex 
No. 6 fuel, no 
sulf. guar 

do barges 
No. 6 fuel, max 
1% sulfur barges 
Bunker C, 
bunkers 


Detroit, Mich. 
Diesel oil 

No. | fuel 
No. 2 fuel 
No 5 fuel 
No. 6 fuel 


Houston, Tex. 
Kerosine, No. 1 
do barges 

No. 2 fuel 
do barges 
Diesel oil, shore 
plants 
No. 6 fuel 
sulf. guar 
do barges 
No. 6 fuel, max 
1% sulf. barges 
Light Diesel, 
bunkers 20-4. 45 
Heavy Diesel, 
bunkers $3.99 
Bunker C, 
bunkers 65 


Jacksonville, Fla. 
Kerosine, No 

No. 2 fuel 

Diese! oil, shore 
plante 

No. 6 fuel, ne 


no 


iif. guar 

do barges 
Light Diesel 
bunkers 


NATIONAL PE 


Bunker C, 
vunkers 


Miami, Fla. 
Kerosine , No. 1. 
Diese! oil, shore 
mg y ‘ o“ 
No 6 fuel, no 


Light Diesel, 
bunkers 
Bunker C, 
bunkers 


Minneapolis /St. Paul, Minn. 
Range oil, No, 1..10.875Y-12.8 
No 2 fuel ...10.25W-12 
No. 5 fuel, high 

sulfur. . 8.9-9.4 

No. 6 fuel, high 
sulfur...... 7.9-8.7 
Mobile, Ala. 

Kerosine, No. 1...12.4-12.6 
No. 2 fuel... ....11.5-11.7 
Light Diesel, 

bunkers. ........$4.448 


New Haven, Conn. 
Kerosine, No. 1... 11-11.5 
No. 2 fuel 10 5-11 
Diese) oil, shore 
plants 0.9-11.4 
No. 4 fuel 82 
No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel, 
bunkers 
Bunker C, 
bunkers... 


New Orleans, La. 
Kerosine, No. 1. 
No. 2 fuel 
Diesel oil, shore 
lants 

o. 5 fuel 
No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers 80 


New York Harbor 
Kerosine, No. 1.. .11-11.5 
do barges 10.75-11 25 
No. 2 fuel 10. 5-11 
do barges 10 05-10 75 
Diesel oil, shore 
plants 
No. 4 fuel 
do barge 
No, 5 fuel 
do barges 
No. 6 fuel, no 
sulf. guar 
do barges 
No. 6 fuel, max 
1% sulf 
do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C 
bunkers 


Norfolk, Va 

Kerosine , Ne 

No. 2 fuel 

Diese} oil, shore 

plants .... 

No. 6 {vel, 1 

sulf. guar $3 00 
do barges $2.94 

Light Diesel, $4.43-4 64 

Heavy Diese}, 

bunkers $4.38 

Bunker C, 

bunkers $2.94 


Pensacola, Fla. 
Kerosine, No 
No. 2 fuel 
Diesel oil, shore 
plants 


Philadelphia, Pa 
Kerosine, No. 1... 11-115 
do barges 10.75-11 

No. 2 fuel 10 5-11 
do barges 10 25-10 75 
Diesel oil, shore 
lants 10 9-11 4 
io. 4 fuel $4 03 
No. 5 fuel $3.73 
No. 6 fuel, no 
sulf _ 2.93 
do barges $2.90 
No. 6 fuel, max. 
1% sulf... $2 os 
do barges $2 95 
Light Diesel, 
bunkers $4. 43-4.64 
Heavy Diesel, 
bunkers $4.38 
Bunker C, 
bunkers. $2 90V 


o 
) 
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United States 
California 
Wilmington, 31 gravity 
Texas 
West Texas sour, 36 gravity 
Mid-Continent 
Oklahoma sweet 
Williston Basin 
North Dakota, 36 gravity 
Pennsylvania 
Bradford, flat 
Canada 
Alberta 
Pembina, flat 
Venezuela 
Bachaquero heavy 
Middle East 
Persian Gulf, FOR Ras Tanura 
Arabian, 34 gravit 


36 gravity 





FOB Las Piedra 


Key Crude Oil Prices as ot san. 15: 








Port Everglades, Fla 

Kerosine 

No. 2 fuel 

Diesel oil, shore 

lants 12.2 

No. 6 fuel, no 

sulf. guar $2.95 
do barges $2.90 

Light Diesel, 

bunkers $5,124 

Bunker C, 

bunkers $2.{ 

Portland, Me. 

Kerosine , No 

No. 2 fuel 07 

Diesel oil, shore 

slants 

No. 6 fuel, no 

sulf. guar ; 
do barges $2.{ 

Bunker C, 

bunkers $2. 0 

Providence, R. I. 

Kerosine, No. !... 11. 1-11. 

No. 2 fuel 106-111 

Diese! oil, shore 

planta 11-11.5 

No. 5 fuel $3.94 

No. 6 fuel, no 

sulf. guar 
py oo] $2. oF 

No. 6 fuel, max 





14 sulf 18 t 
do barges $3.11 

Bunker C, 

bunkers $2.96 


Savannah, Ga. 
Kerosine, No. 1. .11 3W-13 2 
No. 2 fuel liv 2 
Dieee! oil, shore 
plants 
No. 5 fuel. 
No. 6 fuel, no 
sulf. guar $ 

do barges $ 
Light Diesel, ae 
bunkers $5 
Bunker C, 
bunkers $2.92 
Tampa, Fla. 
Kerosine, No. 1...13.1 
No. 2 fuel 1 
Diese! oi!, shore 
lants 

Yo. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel, 
Bunker C, 
bunkers $2.84 
Toledo, Ohio 
Kerosine 12 65V 
Diese] oil 12 S5A 
No. 1 fuel 12.49 ) 
No. 2 fuel 11 4W-12 35 
No. 5 fuel f 
No. 6 fuel 8-8 9 
Wilmington, N. C. 


Kerosine, No. 1... 10 8 


No. 2 fuel 05 
Diesel oil, shore 

lants... 10 6-11 
No. 4 fue $3 86 
Light Diesel, 

bunkers $4.30-4.5 
Okla. (Okla. shpt. 

42-44 ww 

kerosine 10 125-10 8 
58 & above d.i 

Diesel 9 5-11 625 


No. 1 fuel 
No. 2 fuel 2! 
No. 6 fuel $1.75-2 30 


Okla. Group 3 (Northern shpt. 





2-44 wow. 

kerosine. 10-10.5 

68 & above d.j 

Diesel... 9. 625-10.5 
February, 1958 + NATIONAI 


No. 6 fuel $ 5 85 
N. Tex. (Tex. & New Mex hpt 
42-44 w.w 





ne ) 
above d 

No. 6 fue 3 ) ( 

W. Tex. (Tex. & New Mex. shpt 

412-44 w.w 

kerosi A 

58 & above d.i 

Diesel ( 

Vo. | fue 

No. 6 fu $2.65 


E. Tex. (Truck transport lot 





No. 6 fuel $1.95-2.75 
Cent. W. Tex. (Truck transport lots 
42-44 w.w 

kerosine 

58 & above d 

Diesel 

No. 6 fuel $2 65 

Kansas (For Kans. destinations only 
42-44 ww 
kerosine 


No. 6 fue 
Ark. (For shpt. to Ark. & La 
42-44 wiw 
kerosine 10% 
Tractor fuel 1) 5 
52 & below d.i 
Diese! 
58 & above d.i 
Diesel i 
No. 2 fuel 0 
No. 4 fuel $2 
No. 5 fuel $2 40 
No. 6 fuel $2 
Western Penna 
Kerosine 
55 cetane Diesel 
No. 1 fuel 5 
No. 2fuel. .. 11.5 
36-40 gravity fuel. 11.25 
Oi! City 
Kerosine 2 
50 cetane Diese 
No. 1 fuel 
No. 2 fuel 
Pittsburgh 
erosine 11.8 
50 cetane Diesel 15 
No. | fuel 8-13 
No. 2 fuel 2 
36-40 gravity fue ) 
Central Michigan 
Range oil, kero 
sine t sf 
P. W. distillate 4.2 
No. 2 fuel : 
U. G.I. gag oil. 11.2 
No. 5 fuel 445 
No. 6 fuel R 35 
Ohio Quotations for Sohio for delivery 
to Ohio points 


Kerosine x 
No. 1 fuel 36 
No. 2 fuel 12.6 


California—Los Angeles Dist 
Rack: 

Stove dist. 

PS 100 0 


NEWS 


PETROLEUM 


Diese! fue 
PS 200 iO-11.2 
Light fuel 
PS 300 $3. 25V 
Heavy fuel 
I 100 ‘ v 
Tank Car: 
40-43 wiw 
kerosine 
Stove dist 
PS 10 0 
Diesel fue 
PS () 
rr ; + 
Av t 
r $2 70 


Tank Truck (400 gal or mors 
"Ww 


40-4 


sine & § 

ve cist 
PS 100 
PS 200 i 
San Francisco Dist 
Tank Car 

e dist 
| 4 
l . 

Vv 
; ’ ’ 

| "| ; v v 


Tank Truck (400 gal. or more 
0-43 wy 


Pacific Coast 


Ships‘ bunkers, or deep tank 
San Pedro, Calf 
I $ v 
I ‘ I 
Vv 
San Francieco, Calif 
Vv 
| -] 
; Vv 
Seattle, Wash 
i r ; v 
I 
‘ ‘ ¥ 


Mexico 
Ships’ bunker 
159 liters 


Guaymas 


US dollars per bbl. of 


$ Vv 
Manzanillo 
hese $5 
inker $ Vv 
Minatitlan 
se $4 
i $2 
Salina Cruz 
1 r $ Vv 
Tampico 
a $4 
Hunker $ 
Vera Cruz 
Bunker $ 


At t Atla 


Natural Gasoline 


FOB Group 3 
15 
FOB Breckenridge, Tex 


LP-Gas 


A 
A A 
A 
z 4 
e 
k transport posting S¢ x 


Lubricating Oils 


Western Penna 
s Neutra 


J N { dVis 


180 at 100°) 420 to 425 flash 


ae | 
200 vis 
t 2t 


150 vi 143 at 100°) 400 to 405 flash 


t 
Bright stock 
145 to 155 vis. at 210. No 


Cylinder stock 


Vii Continenta! 


woo te 
Bright Stock Conventiona 
Bright Stock Solvent 


150 160 vi 


Neutral Oi 


60-85 vi 


Conventional Pate Oy 


6-110 vi 


solvent 95 v1 


Neutral Oil 


ylinder Stock 


Bright Stock, vis. at 210 
150-160 vis 
t.. 9 


Neutral Oil Vis. at 100; 95 vi. 0-10 p 


South Texa 


n 


Pale Oils 


2 


Red Oi 


Aviation Gasoline 


ilf Coast Cargoe 





Sc 








REFINERY AND TERMINAL PRICES 





— 
a 








— 

















Continued 
irade 80 
New Orleans, La 
Grade 100/140 
ade 91/96 
de &0 
New York, N.Y 
Grade 100/130 
Grade 91/96 


irade #0 


Paraffin Wax 


Western Penna. (t.c. in bulk 
24-6 AMP white 

le $a 
Atlantic Seaboard 


New York Domestic 
124-30 white 

rude scale 

Fully refined 

123-1 4.05 
135-145 9 05 
149-15) 10 55 


New York Export 
124-30 white 


crude seale 


Petrolatums 


Western Penna 
Bbis: carloads; tank cars, 2.25¢ les 
now bite & 624 


Lily white 
Cream 

Soft yellow 
Light amber 
Amber 

Red 


Jet Fuel 


Gulf Coast Cargoes 


Cirade JP-4 1 75-10 


Naphthas & 
Solvents 


Baltimore, Md 
Mineral spirit 
Boston, Mass. 


V.M.& I! 


M 


New York Harber 
V.M. & P. 
naphtha 

Mineral epirits 
Philadelphia, Pa 
V.M.&P 


naphtha 
Mineral spirits 
Providence, R. | 
Mineral spirits 
FOB Group 3 
Stoddart solvent 
Cleaners naphtha 
V.M.&P. 
naphtha 
Mjnera! spirits 
Rubber solvent 
Lacquer diluent 
Bensol diluent 


Western Penna 
Oil City: 


Stoddard solvent 


Pittsburgh 


Stoddard 








Tank Wagon Prices NPN Gasoline Index 


Dealer T.W Tank Car 
cents per gal 




















Socony Mobil 


Mobilgas Gasoline Mobil 
Regular Mobilfuel Mobitheat Special No. 6 
Dir Cons Gasoline *Mobil Kerosine "Diesel *(No. 2 Fuel No. 4 Fuel 
T Taxes T.C Yard T.W T.C T.W T.C Yard T.W Ww 


7.0 a9 
U0 | 5 5 14 2 

10 
7.0 
70 


75 
‘5 

5 
‘ 5 


7 0 \1 | l 5 7 { i 11.67 
7 0 545 ] 
‘0 


t rices O.15¢€ higher 


NY¢ are ex 3% cit ales tux, Syracuse prices ex city sales tax 


price 2% 
Discounts: Mobi! Kerosine & Mobilheat— NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more Mobilfuel Diesel—Al! points, t.w. less 0.5¢ for deliveries 


HARTOL 


Notes: Premium-grade t.w. price 5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals 
PETROLEUM CORPORATION 


Paragon 


MARKETERS 


Fluorescent color for 
solvent extracted and 
additive lube oils. 


e 
Petroleum Colors 


PATENT CHEMICALS, 
INCORPORATEO 
Paterson 4, New Jersey 


GASOLINE 


30 E. 40 St., N.Y.C. EV 8-4100 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Boston 


Maine to South Carolina 


630 FIFTH AVENUE, 
NEW YORK 20,N.Y. 
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Atlantic Refining Imperial Oil 


Atlantic Gasoline (Regular Kerosine & No. 2 
Dir Cons. No. 1 Fuel Fuel Esso Gasoline 
T.W T.W Taxes T.W T.W. Regular 


4.95 Dir 


Indiana Standard 





PENNSYLVANIA 
Heavy Fuel 
Zone 1 Zone 2 Taxes No. 5 


etail 


TANK WAGON PRICES 





Esso Standard 


Esso Gasoline 
Regular 
fr 


Standard of Cal. 


Alexandria 
Lake Charle 
Shreveport 

New Iberia 
Knoxville, Tens 
Memphis 
Chattanooga 
Nashville 
Little Rock, Ark 

*Prices applies for keros 
Heavy Fuels 0.4 Fuel No. 6 Fuel 
Newark, N. J $i 4 ; ) 
Baltimore, Md 
Washington, D.C. 1,050 ga 

Taxes: [.ouisiana kerosine price 

Notes Keroa sine /N 


I¢t 299 gal, Ze for less than 100 


op to Figure USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1 10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 


DEGREE DAY SYSTEMS 39-30N 58th ST. WOODSIDE 77, N. Y. TWining 8-6666 
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Ohio Standard 


Sehio X-Tane Gasoline 
(Regular Grade) 
Consumer 
T.W. $.8. 
20.1 
20 6 
19 
20 


No.1 
Gasoline Keresine Sohie- 
Taxes Heat* 


8.0 d 16 


Resellers 
Akroa 6 
Canton 1 
Cineinnati 0 
Cleveland 1 
Yolumbus 1 20 
Dayton I 20 
Lima i 20 
Manefield 1 20 
Marion 1 
Portemouth 5 
Toledo 1 
Youngstown ] 
Zanesviile 
Notes: Kerosine, Now. 1 & 2 Fuels 
i¢; 1-49 gal. add 2¢. Premium-grade prices: consumer t.w 
resellers 3.4¢ above regular. 8.8 prices are at company-operated stations 


oN 
— 
SS20S2A22 82208 
> Go 8 OF Go Go Oo & OO OO 
G2 Go © G8 Go Ge 6 GE GO BO 


Swveucsescocswocen ces 
OP 2S OB OS Ge Ge OD GF OS Ge oe oF 
oeoococece|coe 


15 


3 


Prices are for 100 gal or more; for 50-99 gal, add 
& os. 4¢ above regular, 


*Subjeet to 0.4¢ gal. discount off posted transport and tank wagon prices in north 


0.2¢ in south 


Humble Oil 


Gasoline Crewn 
(Regular) Kerosine Gaseline line 
T.W. Ret. Taxes T.W. Ret TW Taxes 


163 218 80 14.3 18.5 18.1 9.5 


Gase- 


Texas 
Atlanta, Ga 
Birmingham, 
Ala 
Jackson, Miss 
Jacksonville 
18.5 Fla 17.6 


Louisville, Ky. 17.7 


Dallas 
Fort 

Worth 83 218 &80O 143 
Houston 2 21.7 80 143 
San 

Antonio!l6 4 219 80 143 

Notes: T.W. prices are to all classes of 
jealers & consumers. Eneo Viatra t.w 
prices 2.5¢ above regular; Golden Kaso 
Extra 2.5¢ above Esso Extra to contract 
dealers only 


17.9 
18.0 


11.0 
10.0 


18.5 
18 5 


10.0 
10.0 
Taxes: Iirminghan 
clude 1¢ Jefferson County tax 
taxes not included in prices 
Mississippi, 0.5¢ 


Kentucky Standard 


Kero- 
sine 
T.W 


16 


gasoline taxes 


8 


! 


Kerosine 


Georgia |¢ 





Gasoline Markets 











Gasoline Prices for 55 U. S. Cities 


tank wagon and retail prices for regular-grade (house-brand) gasoline 
1958 as compiled by Nati 

are in ¢ per gal i) and (d) indicate inc 

Tax col. indicates only me 


Dealer 
n 55 representative 5. cities on January | 
shown below rease 


Figures 
with Dee. 1, 1957 


News are 
as compared tor fuel taxes levied a 
Dir. T. W Ser. Sta Tax 
6x tax ex tax incl. 3¢ federal 

Average | 16 55 1-21 71 i 
Portland, Me 14 40 1k § 10 
Manchester 
Burlington, 
Boston, Mas 24 | 8 KO 
Providence, RK. I 12 } 700 
Hartford, Cont f 19 90 oo 
Buffalo, N. Y 16 »7 700 
New York, N. Y ) 

Newark, N. J 
Philadelphia, Pa 

Wilmington, Del 
Baltimore, Md 

Washington, D. ¢ 
Charleston, W. Va 
Norfolk, Va 
Charlotte, N. ¢ 
Charleston, 8. ¢ 

Atlanta, Ga 

Jacksonville, Fla 
Birmingham, Ala.. 

Jackson, Mise 

Memphis, Tenn 
Louisville, Ky 
Cleveland, Ohio 
Ohio 

Ind 


Ser 


R 40 j 


1X ) 1 50 


Cincinnat 
Indianapolis 
Chicago, Tl 
Detroit, Mich 
Milwaukee, W 
Twin Cities, Mint 
Fargo, N. D 
Huron, 8. D 
Omaha, Neb 
Des Moine 

*t. Louis, Mo 
Wichita, Kan 
Tulsa, Okla 
Little Rock, Ark 
New Orleans, La 
Dallas, Tex 
Houston, Tex 

I} Paso, Tex 


Cheyenne, 
Great Falls, 
Boise, Idaho 
alt, Lake City, Utah 
Reno, Nev 
Phoenix, Ariz 
Los Angeles, Calif 
Jan Francisco, Calif 
Portland, Ore 
Jeattle, Wash 
pokane, Wash 
*Inelndes 0.54 


font 


Sosss«x 


sexo 


tv tax 


218 


+O 97 


ich 


Sta. 


10 61 


a 
op 


; 90 


uO 
Tt) 
uo 
0 
40 


5 40 


0 
an 
”) 


and taxes 
nal Petrole 
or decre 


Ase 


Incl. tax) 


Continental Oil 


(N.B. Prices are Continental's tank 
wagon prices. Current selling prices may 
vary from those shown because of local 


conditions 
Coneco 


Gasoline 
T.W. 
Regular) Taxes 


Gaso- 
line 
Denver, Colo. 17.8 90 
Grand Jun 

tion 
Pueblo 


Casper, Wy« 


Santa Fe, Cheyenne & Casper, I¢ 

Discounts: Salt Lake & Twin Falle 
gasoline prices apply for deliveries of lese 
than 200 gal; 200-399 gal, deduct 0.5¢; 
400 gal & over, deduct 1¢ 

Notes: T.W. prices are to consumers & 
dealers. Premium-grade t.w. prices 3.5¢ 
above regular, except Utah &:Idaho pre 
mium grade 3.0¢ 


Texas Company 


Fire Chief 
Gasoline 
Regular 
Dealer 
T.W 


Gaso- Kerosine 
line Dealer 
Taxes T.W 


Average Annual Prices: 55 Cities 


ire 1957 averages for 55 
piled by National Petroleun 
Atlanta Chi 


Jacksor iO a 


Dir. T. W 
@x tax 
15 02 
15.64 


18.16 


Charlestor 
Norfolk, Va 
Charlotte 
Charlestor 
Atlanta 
Jacksonvil 
Birmingt 
Jackson, 
Memphi 
Louisville, 
eland, Oh io 
Cineinnati, O hio 
Indianapolis, Ind 
Chicago, Ill 
Detroit, Mict 
Milwaukee, W 
Twin Cities, Mint 
Fargo, N. D 
Huron, S. D 
Omaha, Neb 

Des Moines, Ia 

St. Louis, Mo 
Wichita, Kan 
Tulsa, Okla 

Little Rock, Ark 
New Orleans, La 
Dallas, Tex 
Houston, Te 

El Paso, Tex 
Albuquerque, N. M 
Denver, Colo 

Che Wvo 
Great Falls, Mont 
Boise, Idaho 

Salt Lake City, Utah 
Reno, Nev 


Phoenix, Ariz 


Cle 


enne 


*Includes 0.5¢ city tax 


June: 1.54 to end’of vear 


NATIONAL 


News 


d Detro 


**Includes 1é ¢ 


PETROLFUM 


computed trom first-of-the 


month price 


State and/or local sale x tuffalo, New 


t are not cluded in price 


Sta. 
tax incl 


Tax 
3¢ federal) 


Ser Ser. Sta. 
J incl. tax 
0.96 

10 29 .32 

8.3 8.90 

’ 33.50 


9 
9 
cludes 14 city tax 
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Gasoline Consumption by States, 


Sept. 1957 


(American Petroleum Institute Figures add 000 


Month of 9 Months Ending With 


Tax Ratet Aug. Sept. Sept. Sept. Sept. 

Sept 1957 1957 1956 1957 1956 
Cents Gallons Gallons Gallons Gallons Gallons 

Alabama 7 82,064 70, 868 70,642 684, 299 661, 54 
Arizona 5 $6, 827 33,185 30, 180 311,226 286, 82¢ 
Arkansas 6 19,407 44,104 46,117 108 , 8 $11,234 
California 6 500 , 256 439,817 435,039 , 114,873 $, 929 
Colorado 6 71,314 59,753 55, 007 507 7,444 
Connecticut f 68,967 59 , 32. 56 543.690 f 525 


Delaware 5 7,690 15,299 


12,5 138,044 79 
District of Col O87 15,150 15, 827 148,308 1 


Florida 7 36 , BOE 126,449 109,5 256, § ! §2 


Georgia 382 93,024 90, 93,726 74,274 


Idaho ,700 23, 988 245s 199, 1 138 
Illinois g 139 240,23 233 ¢ l 60Y 
Indiana 54,338 138,544 995 292, 109 
lowa 988 88,641 »ai3 51,913 
Kansas f 93, 187 3 ; 57 7 3 1,434 
Kentuck 7 7,174 75, 5,415 153 512,575 
Louisiana r 711 73,322 70,2 7 54, 12¢ 
Maine 

Maryland 

Massachusett 

Michigan 

Minnesota 

Mississippi 

Missouri 

Montana 

Nebraska 

Nevada 

New Hampshire 

New Jersey 

New Mexico 

New York 

North Carolina 

North Dakota 

Ohio 

Oklahoma 

Oregon 

Pennsylvania 

Khode Island 

South Carolina 

South Dakota 

Tennessee 

Texas 

Utah 

Vermont 

Virginia 

Washington 

West Virginia 

Wisconsir 

W voming 


otal 48 States 
and D. of ¢ 
Daily Average 
Change from previous 
Total change 
Percentage change 
Daily Average 


tThese are State tax rates pe 
ent i¢) per gallor 

{Nebraska gasoline 

*New Hampshire 





Why do oil market- 
ers read National 
Petroleum News? 


Because it's full of 
useful money- 
making manage- 
ment ideas 





Superior 
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Report on Station Building Permits 


Valuation in thousands 
1957 
Total j 
third quarter | July August September 


Geographic division 
Val No Val 


and State No Val N Val No 


United States total 2,588 $42,794 } $14,763 | 856 $13,890 | 868 $14,141 
New England 2,115 680 47 797 38 
Connecticut H06 4 12 »9 ] 
Maine 1 100 ¥ % . 
Massachusetts O68 | ) 
New Han 9 210 
Rhode Island I 207 
Vermont 4 24 


Middle Atlantic 943 
New Jersey 1,632 
New York 


Pennsylvania 


East North Central 


West North Central 
lowa 
Kansa 
Minne 
Missouri 
Nebraska 
North Dakota 


outh Dakota 


South Atlantic 
Delaware 


D 


East South Central 
Alabama 
Kentuck 
Mi 
le 


West South Central 





GASOLINE MARKETS 














Specifications 


STOCKS 


Fine Lubricating Qualities 
For Greases and Fluid Lubricants 


KERR—McGEE OIL INDUSTRIES, INC. 


306 N. ROBINSON * OKLAHOMA CITY, OKLA. * PHONE RE 9.06 

















' About Oil People 


B. Halsell 


Walter hk. 


Hamburg, vice pres 


S. C. Bartlett 


W. B. Hawke 


C. H. Dodson 


Texaco Makes Some Changes 


LISI 
Texas Co 


HEADING 
changes at 
ol 


created job: senior vice president in charge 


LHI 
The 
Thomas C, Twyman to a newly 


of marketing 
is the appoint 
ment 


and interests 


the world 


of coordinating sales activities 
of Texaco affiliates throughout 

Iw 
Canadian 
Co 


mManaLvel 


Texaco’s 
Oil 
territorial 


was president of 

McColl-Frontenac 
time 
He began 
In 1942, he 
as a director 
executive 
ssident in 


man 
affiliate 
and a 


one assistant 


Pexas his 


1930 


fol career 


with Texas in joined the 


Canadian company and sales 
president, becoming 
1946, and pri 

Pwyman 
A. Neil 


Fexaco’s vice president 
| 


vice vice 

1952 
ot 

for 


foreign 


president in 

Succeeding 
McColl-Frontenac is 
merly 
operations, eastern hemisphere and a di 
Lilley 1933 and 
was in sales work on the West Coast until 
1942. He entered the company’s 
World War I] 

In the domestic sales department, vice 
president S. C. (Connie) Bartlett has an 
nounced that reflect 
responsibility and 


president 
Lilley, 
of 


as 


rector joined Texaco tn 
foreign 


operations after 


several changes 

ot 
\ mt > 

new emphasis on retail merchandising 


W. B. (Bart) Hawke = be 


sales manager (merchandising) in charge of 


sharper div on put 


omes general 


Sales activities relating to Texaco dealers 


He was formerly general manager of the 


dent Frank A. Shaddy and George 


domestic sales department 

C. H. Dodson, is 
manager (wholesale), and will direct sales 
all fields other than 
sales. He was formerly assistant general 


now general sales 


programs In dealer 


sales manager. 

Justin E. Fritts, former assistant general 
manager, assistant 
under 
assistant 


dealer sales, is now 
general manager (merchandising) 


Hawke. R. W. Debnam, 


general manager in the domestic sales de- 


former 


partment, becomes assistant general man- 
ager (Wholesale) under Dodson 

Ben Halsell has been appointed to the 
new post of director of advertising and 
sales promotion. He'll be in charge of co- 
ordinating all merchandising 
and sales promotion activities, including 
He was formerly the com- 
pany’s merchandising manager 

All five of the appointees in the domes- 
tic sales department are long-time Texaco 


employes and have served in various man- 


advertising, 


sales training 


agerial jobs in the department 
Buffalo, N. Y., H. L. Allen 
Texaco’s division 
Pannill, forme 
manager, Moves up to succeed him 
Sedgwick, former to the 
president in charge of industrial and public 


has re- 
manager 
division 
D.. A. 


vice 


In 
tired 


J. KK. 


as sales 


assistant 


assistant 


relations, succeeds Pannill 


Leonard Gassner has been named 


of Milton Oil Co., was elected 
dent of the Oil Men’s Club of Greate 
St. Louis. Other oflicers are, Gershon 
A. Ward, Jr. Cities Service, first vice 
Paul L. Browne, 
vice-president, and Larry C, 
division real manager for 

Mobil Oil Co 

New directors are 
Randolph Scott, 
Willard Johnson, 


presi 


second 
Pfatt, 
Socony 
secretary-treasurel 
Harry C. Williams, 
Milo I. Hector, 
Robert Burg, 


president; 


) 0 


Neumayer, Frank Lewis ts a holdover 
director 
® 

Carl J. Peck, Peck Oil Co., 
Miss., has his Sinclair 
to Sinclair Refining Co 
Though retired from the oil industry, 
he has been made an honorary mem- 
the Oil Jobbers 
in appreciation of his past work 
for the group. 


Hatties- 
burg, sold 


jobbership 


ber of Mississippi 


Assn 


NATIONAL 


manager of Oil-Heat Institute of Ore- 
gon, succeeding Dale Josephson, who 
resigned. Josephson, who held the job 
four years, is now advertising manager 
for Portland Gas & Coke Co., the 
same utility where Charles R. Hollo- 
way, former OHI of Oregon president, 
is now marketing vice president. 

Kenneth I. Gustafson is OHI’s new 
field representative succeeding Richard 
Kluzek, who resigned 
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B. B. Turner, president of Ethyl 
Corp., 
ecutive 


has been designated chief ex- 
officer. He succeeds Edward 
L. Shea, who continues as chairman 
of the board of directors 


The 
man is 
Adcock, man- 
ager ot D xX 
Sunray Oil 
Co.’s northern 
region, and 
that’s a $5 bill 
he’s 


happy 
aul I. 


showing 
off. He won it 
as a result of 
well placed 
faith in a Fair- 
land, lowa, service station dealer. Ad 
cock bet a friend that he couldn't en 
D-X station at Fai 
land— ever—without the attendant ot 
fering to sweep out the floor 
board. After vears, the friend 
gave in and paid off. When last heard 
from, Adcock busy thinking of 


the best way to reward the station 


Adcock 


ter the Harrison 


Cars 


two 


Was 


B. Brewster Jennings retires as chief 
executive officer and chairman of the 
Mobil Oil Co. ef 
With 


been 


board of Socony 
I eb | 


years, he 


fective Socony for 37 
chief executive 


officer since 1944, when he was elected 


has 


He became board chairman 
Albert L. Nickerson, 


succeeded Jennings as president, now 


president 
in 1955 who 
succeeds him as Socony’s chief execu 
tive officer. He is 46 and has been with 
the company 1933. Fred W. 
Bartlett, a 1953 
president for 


ios? 


since 


director since and 
vice 


May, 
chairman of 


producing since 


succeeds Jennings as 


the board 
7 


Elmer R. Brad- 
ley, 
sistant manager ol 
the Central sales 
region at Pitts 
Sun Oil 


now 


formerly as 


burgh tor 
Co., Is man 
ager of the middle 


Atlantic 


gon 


sales re 
headqual 
Philadel 
phia. He succeeds 
C. Aplin Sparks, 
after holding the 
position for 18 years. William W. 
Rems, formerly retail manage! 
of the Middle Atlantic region, succeeds 
3radley. 

In Akron, Ohio, Sun_ has 
Raymond E. Martin district manage! 
Eva, who has re 


tered in 


Bradley 


who has retired 


sales 


named 
to succeed J. H. 
1958 « 


February, NATIONAI 


PETROLEUM 


signed. James E. Finch succeeds Mat 
tin as manager of the Brownsville, 
Pa., sales district 

Sun also has consolidated the Phila 
delphia sales district and the Marcus 
Hook district. E. G. Sturgis, 
formerly Philadelphia district) mana 
ger, is on special assignment. John C. 
Taggart is manager ol 
Marcus Hook sales district 


sales 


the enlarged 


oo 

Russell N. Keppel, coordinator ot 
marketing for Standard-Vacuum Oil 
Co., has retired after 37 
industry. Before 
1948, Keppel has been vice-president 
and director in charge of marketing 
for Esso Standard Oil Co. MacDonell 
Roehm, former deputy coordinator at 
Stanvac Keppel. His 
White 


years in the 


joining Stanvac tn 


head 
Plains 


succeeds 


quarters are located in 


N. Y. 
* 
Harold W. 
manager for the Youngstown 
Standard Oil Co 
Betore joining Sohio, he 


Vandersall is the new 
credit 
sules division of 
(Ohio) 
ated his 


Service 


opel 
collection agency, the 
Salem 


own 
Ohio Bureau in 
° 
Wendell D. George, Jr., has formed 
the Jeffco Oil Co. in Watertown, N.Y 
a Sinclair Refining Co 


George was formerly an oil 


distributor 
salesman 


in Rochester 


~ oe 
ee 


McHugh Burgie 


MeHugh has 
named manager of Sun Oil Co.'s 
Cleveland, Ohio, district. He 
succeeds the late David B. Blackham, 
held the post 
Roland k. 
Grand Rapids 


195] 


peel 


Stephen \. 
sales 


for the 
Burgie, manage! 
Mich., ales 
assumes McHugh’'s 


who past tet 

years 

of the 

district since 

Post as Poledo sales district manager 
* 

R. Kennedy Smith is the new 
manager of Elco Lubricant Corp., ad 
ditive manufacturers in Cleveland 

2 
Alex Diffey, former division mana 
in Charlotte, (N. C.) tor 1 
Standard Oil Co 
New Y ork 


operations aver mn the 


has transterres 
marketing cost 

marketing 
his own request, Herb 


haurlotte 


Cepartment 
Dowd moves ‘ ( 


vher he 





You are 
assured 
trouble-free 
service with 


$ 


} 


EVER-TITE 


Quick Hose 
Couplings 


NEWS 


Oust Cap 


Save time in 
deliveries—and save 

wear oncquipment 

—by using Ever-Tite 
Couplings. 

Ever-Tite engineering 
assures performance J 
you can count on— EVER-TITE 


and Ever-Tite Adapter and 


durability reduces Coupler 
maintenance to a 

minimum. There is an 

Ever-Tite for every 

need. Ask your 

distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 


New York 19, N. Y. 
fi a 
‘ s 
a EVER-TITE 


Shank Hose 
Dust Plug Coupling 








New Revere Fiuorescent Fioodlights 
? 


Low cost lighting for (Continued from page 221) 
modern service stations three years before becoming southern 


regional sales manager in January 
1956, with headquarters in New York 
* 
There’s a new 
face around the 
office of Oil-Heat 
Institute of Wis- 
consin in Milwau- 
kee these days. The 
name of Richard 
A. Werle goes 
with it 
Werle steps in 
as the OHI chap- 
ter’s full-time ex- 
ecutive secretary, 
succeeding Harold Mottram who held 
down the job on a part-time basis for 


Werle 


19 years 
Werle, who'll be 29 this year, Is a 
veteran of Army service in Japan. He 
worked for the U. S. Government tn 
fokyo, and from 1952 until his OHI 
appointment was a Sinclair Refining 
< Co. sales representative 
Revere “8700” Series High Mounting Fluo : : Me ad Lavern Schaetzel, Schaetzel Oil Co., 
rescent Floodlight units are adjustable from 4 a Ge t I hee . -d presi 
horizontal up to 45 They can be mounted sermantown, Nas Hbeen renamed pres 
singly or in pairs on an 18 {t. or 20 {t. Revere 
Reinforced Rigid pole, or singly on an 18 ft 


dent of the Wisconsin group. Others 
elected were Emery McNeil of Mc 


Revere Reinforced Hinged pol Hinged i Neil Fuel Co., Kenosha, and E. H. 
poles permit safe and easy on-the-ground i Berger of Center St. Fuel Co., Mil 


maintenance, 
waukee, vice presidents; and Mel Poop 


of Milwaukee, treasurer 
e 


Howard G. 

Meyers has been 

appointed _ assist- 

ant general mana- 

ger of wholesale 

sales for Sinclair 

Refining Co. 

Meyers moves to 

Sinclair from 

These new Revere High Mounting Fluorescent Floodlights were Richfield Oil 

especially designed to provide low cost lighting for Service Station perimeter Corp of New 

areas, entrance-ways, or service areas. York, a_ wholly 

m , a : ; owned subsidiary. 

They are ruggedly built, have a “‘neel-proof” housing, and provide Meyers joined Richfield in 1933. He 

efficient lighting using four 72” high output fluorescent lamps for high was vice president of marketing opera- 

level lighting at very low cost. Revere Reinforced Rigid poles and Revere tions when he left, and will continue 
Reinforced Hinged poles, engineered for these floodlights, will withstand as a director of the company 

wind loading up to 100 mph. . 


Meyers 


Revere has the widest line of matched outdoor fixtures for service station Standard Oil Co. (Ohio) has made 
outdoor lighting, with design and construction features that mean longer several new appointments resulting 
life and efficient, trouble-free lighting. Call your Revere representative from the retirement of two men and 
He can help you plan lighting that’s exactly right for your layout. the recent appointment of R. E. 

Preston as manager of the Cleveland 

Division. G. H. Bachtrup, manager of 

For complete information write for Bulletin 300-17-20 the Portsmouth sales division who re- 

tired Jan. 1, is succeeded by Howard 
E. Loudenslager, former consumer 
Lid sales manager in the Cincinnati sales 
division. John Doolittle succeeds 

Loudenslager. Carl H. Margraf, man- 
Manufacturing Pioneer in Outdoor Service Station Lighting | ager of the Dayton sales division, 


Revere Electric Mtg. Co., GOO9S Broadway, 
Chicago 40, Ill., UPtown 8-7100 


Available in Canada thru Curtis Lighting 
Leaside. Toronto. Ontario 
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plans to retire Feb. 1 and will be suc 
ceeded by Edwin L. Arnold, now 
manager of the Youngstown sales 
division. Carl J. Greek, manager ot 
industrial relations for the market- 
ing department, replaces Arnold in 
Youngstown. Dean S. Henderson, 
manager of distribution and automo- 
tive operations, succeeds Preston as 
assistant manager of division sales. 
Home Office. Charles M. Gardner 
moves up to Henderson’s former job 

D. Wendell Davis is another 
cently retired Sohioan. He was district 
asphalt salesman in the home office 
marketing department. 


rC- 


British-American Oil Co., Toronto, 
Canada, has announced 
appointments. D. S. Woodman, for 
merly manager of the Ontario divi 
sion, is now assistant general manage! 
of marketing, headquartered in 
Toronto. G. W. Garton, director ot 
retail and jobber 
Woodman. R, J. Alm, former directo! 
of advertising, succeeds Garton. W. O. 
C. Wingham, formerly of 
retail and jobber sales for the Ontario 
division, transfers to British Columbia 


several new 


sales, succeeds 


manavel 


in the same post and ts replaced by 
Stanley Mercer. Other new appoint 
ments include: J. A. Hoyle, district 
manager, Toronto West the 
Ontario division; C. W. Barber, com 
pany government at 
Ottawa; C. R. Bebee, manager of op 
erations in the Quebec division; R. W. 
Carson, manager of services at Que 
bec, and J. K. Mowat, manager of 
retail and sales, also Quebec 


fol 


representative 


jobber 
. 


Allan Seywert has left his job as 
salesman for Sunrise Oil Co., 


distributors in Bergenfield, N. J 


fuel oil 
and 
is now salesman for Canfield Oil Co.'s 
eastern division 
seaboard from 
North Carolina 


covering the eastern 
Montreal through 


Jack Arnold, Jr., has been named 
manager of the Boston the 
Enjay Co., Inc., petrochemicals mar 
keting subsidiary of Standard 
Oil Co 


office of 


Esso 
— 


Allen 
division 
after 


reuured as 
ol 
35 years with the 


Horace L. has 
Buffalo, N. ¥ 
The Texas Co 


company. He plans to move home to 


manage! 


his native Virginia 
. 


Dr. Robert E. Wilson, chairman otf 
the board of Standard Oj Co 
(Indiana) and the subsidiary American 
Oil Co., received a special citation for 
outstanding service to 4-H club work 
1958 » 
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Hambure: From MGM to Milton 


WALTER HAMBURG. presi 
dent of the Milton Oil this 
vear’s president of the Oil Men’s Club 


vice 


Co., 1s 


Trade Mark Registered 
and Patent Pending 
a - 
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of Greater St. Louis 
tor other officers. ) 

Hamburg, 43, joined the 35-million- 
Milton Oil Co. in 1949 
sales supervisor. He became vice pres- 
ident in 1956. He is also president of 
New Era Oil Co., 5-million-gal. Bell 
ville, HL. company, owned by Milton 
Oil. Milton is supplied by Cities Serv 
ice New Era by D-X Sunray 

\ native St Hamburg 
went into the motion picture industry 
(with MGM’s talent department) after 
graduating in economics from the Uni 
versity member 
of the board of Temple Israel and also 


(See page 220 


gal a-year as 


and 


ot Louis 


of Wisconsin. He’s a 
the Jewish Vocational Society, under 
Federation. Hamburg be 
longs to the Westwood Country Club 
Ihe 


Harry 


the Jewish 
Hamburgs (she is owner-founde! 
Milton's 
children 
Steven, 6 


daughter) have three 


Frances, 11; Walter, 9, and 


4o) STEEL GASOLINE 


PUMP ISLAND FORMS 


For 


Saves 


suct 


ty 
il 
“« 


m™ Stays 


that new service station or remodeling job 
Reduce gasoline pump installation costs 
Plenty of to make 


concrete room 


ion pipe, electrical water or air connections 


No Chipping 
Ne if and fd ttrac live 


or ( rad king 


for Years 


WRITE FOR INFORMATION OR PRICES 


2915 W 


W. B. GOODE COMPANY 


LEIGH ST. * RICHMOND 21, VA. 





Complete Line of MANHOLES 


rhree type hill n r nec 


10” LD x / dec} 
tcel skirted No 


ron. Allh 


ihcate 


NO. 60 
MULTI-PURPOSE MANHOLE 


non-locking type 


Preferred territories opentfor 
Monufacturers Representatives °. 


a 


COW 


oes 


NO 61 


UNIVERSAL 


{.] Send complete information 
e@ Wil 


Send catalog on other product 
NAME 
COMPANY 
STREET 


city 


NEWS 


ALL-CAST MANHOLE 
ching type 


P.O. Box 444-.N 
e@ Wal 


ZONE 


Is. In size 
1¢ 


6" 1D.x¢ 

manholes are of rib 
61 is non-locking. No. 62 is !ocking 
ave non-skid diamond tread or 


dur 


~ ee 2 
a reinforced Cast 
lid with space 


m to ye cations at no extra charge 


NO. 62 ALL-CAST MANHOLE 


locking type 


VALVE COMPANY 
Elizabeth, N. J 
ch for new developments soon to be announced 


| develop products for you to suit special re 


rement w specifications 


your 


STATE 


| 
| 
! 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
“a 











Two strands of steel wire add 
strength, conduct static electricity to the 
ground through UL-approved couplings. 











Neoprene tube resists high- 
octane gasoline, stays flexible 
at sub-zero temperatures. 


























QUAKER “QUAPRENE” HOSE 
andles all gasoline grades 


Double-wire reinforced for 
strength and static elimination 


QUAPRENE gasoline-pump hose 
is compounded to pump the wide 
range of today’s octane grades. Its 
synthetic rubber tube is not affect 

Non- 


swelling, thick, and smooth, the 


ed by hydrocarbon attack. 
tube maintains maximum fuel flow 
throughout its long life, and can’t 
contaminate its contents. 


Strong cotton-yarn reinforcement 


is interwoven with two parallel 


strands of steel wire, which prevent 
kinking and act as static conduc- 


tors grounded to the couplings. 
The strong neoprene cover with- 
abrasion and the 


stands severe 


actinic action of sunlight. 


Available in cut lengths with UL- 
long reel 


34” 1.D.; 1%" O.D. 


seal couplings, or in 


lengths; 


For complete information on Quaker 
QUAPRENE hose, write Quaker 
Rubber Division, H.K. Porter Com- 
pany, Inc.; Philadelphia 24, Pa., or 
Pittsburg, California. 


Ii. K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 


NATIONAL 


(Continued from page 223) 

J. B. Saunders, 
dent, has been put in 
marketing operations of Kerr-McGee 
Oil Industries, Inc., including its sub- 
sidiaries, Cato Oil & Grease and Tri- 
angle Refineries. Kerr-McGee also 
ennounces that James J. Kelly, mar- 
keting vice president, becomes presi- 
now being 
and 


senior vice presi- 


charge of all 


subsidiary 
market 


dent of a new 


organized — to asphalts 
residuals 


Earl M. Farra was promoted from 
assistant manager to credit 
manager of the Seattle, Wash., divi- 
sion of the Shell Oil Co. He replaced 
Raynor Jonason, after 
eight years in the post. The new as- 
Albin D. 


lorrance, 


credit 


who retired 


sistant’ credit) manager Is 
Lundstedt, transferred trom 
Calit 
e 

Charles W. 
Joseph Katz Co., 
president and 
Ihe firm, an 
American Oil Co. as a@ major account 
Shugert was formerly with Benton and 
Bowles as the Cont 
nental Oil Co. account. Before that 
with Shell Oil Co. tor 26 
years in the marketing and advertising 
ficld and in the 


assistant 


Shugert) has joined 
New York, as vice 
director of marketing. 


advertising agency, has 


supervisor on 
he was 
departments, in the 


home oflice. He 
tising manager when he lett Shell 


Was adver- 


National Oil Co., Richmond, Va.., 
has been sold to Cities Service Oil Co 
(Pa.) by the executors of the estate oft 
the late Mrs. N. K. Whitman, For the 
past eight years, National has been a 
Cities Service distributor in 28 cities 
Richmond and Jacksonville. 
Filia. Personnel will remain the 


between 

same 
°e 

McDonald | has 


manager of the 


Henry M. 


named 


been 
general credit 
marketing division of Cities Service 
Oil Co. (Del.) 


ver ol the Kansas 


Formerly credit mana 
City 
McDonald will now be 
Samuel D. Scorza, manager 


division, 
stationed in 
Chicago 
of the credit 
Chicago marketing 
McDonald 


card division of the 


region, succeeds 


€ 
Miles, J. IT. Evans Co., 
Riverton, heads South Fuel 
Merchants Assn. for the new year. 
Other officers are Howard S, Roberts 
of Consumers Oil Service, 
vice president; James O. 
of A. N 
secretary; and 
Comfort 
ure! 


George T. 


Jersey 


Paulsboro, 
Lockwood 
Brown Fuel Co., Westmont. 
Thomas J. Pedersen of 


Coal Co., Audubon, treas- 
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Gosman Elgin 
. Ab named 
special assistant to the domestic miar- 
keting manager of Socony Mobil Oil 
Go. Ne Y 
2 


post after 23 


Gosman has been 


Gosman assumes his new 
years in advertising and 
11 of them as adver 
J. D. Elgin, with the 
since last September, takes 
as advertising manager. Before 
that he was with National Gypsum Co 
in Buffalo 

Socony 


sales promotion 
tising managel 
company 
Ove! 


Frank 


acting 


that 
from 


also announces 
J. Breen moved up 
retail marketing 
marketing 


division 


has 
manager to” retail 


manager of the Chicago 


Gendron Waite 


John W. 


vanced to 


Gendron has been ad 
the 
assistant to 
Oil Co., with headquarters 


Francisco. He 


new post of adminis 


trative the 


president of 
Lidewatel 
in San was formerly 
manager of the oil purchase and ex 
change department 

David A. Waite been 
retail supervisor of the 
mento marketing district. He 


to his 


named 
Sacra 

moves 
San 


sale ‘ 


has 
sales 
new from 
been 
supervisor of the 


headquarters 


Francisco where he has 
training 


division 


western 
Tidewater also. announces — that 
Walter P. Smith has been appointed 
supervisor of sales head 


San Smith's 


responsibility Is on a national basis 


promotion, 


quartered in Francisco 


R. Bruce MeFarland retired 
after 30 years with Standard Oil Co 
(Indiana). From 1948 October 
of 1957 he was the Chi 


has 


until 


manager ol 
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In the fall he was 
named manager-at-large of the central 
sales region. 

Another Indiana Standard retire 
ment is that of Dr. T. H. Rogers, di 
rector of research, who leaves after 35 
years with the company. His areas of 
responsibility are being divided among 
three new Dr. James E. 
Seebold, director of development; Dr. 
Arthur P. Lien, director of petroleum 
research, and Dr. Nathan Frangen, di- 
rector of 


development 


cago sales division 


directors 


chemicals research and 


Howard Gunnels has retired aftet 
37 years with Standard Oil Co. of 
California. His first job was as a pump 
attendant in Los Angeles, his latest as 
district manager in Arizona—a post he 
held 1940. George Smith, who 


has assistant 


since 
been 
at San 


regional manage! 


Francisco, moves to Phoenix 
to succeed Gunnels 
- 


Arthur M. Harvey 


has been named 


to the new post of special products 


Refining 
Frontier's 


Frontier 
He will direct 
lubricating oils 


sales 


Co. 


manager of 
Denver 
sales of greases, tires 
Harvey 
manager of 


Standard Oll 


batteries and antifreeze was 


industrial sales 


the Denver 


formerly 
branch otf 
Co. (Indiana) 
= 
W. Earnest Graham holds the 
Little 
Pexas Eastern 


post 
Big 
Trans 


of administrative manager, 
Inch Division of 
mission Corp. He most recently was 
vice president and director of Phil 
Ariz 
Phillips distributors and oil explorers 
From 1954 to 1956 he with the 
marketing division on the general statl 
of Richfield Oil Corp that 
spent 24 division 


of Phillips Petroleum Co 


zona Petroleum Co. in Phoenix, 


Was 


ind betore 
years with the sales 


e 

D. Hugh Jenks of Ashland Oil & 
Refining Co. is the new chairman of 
the Asphalt Institute. J. E. 
and Arvin S. Wellborn, 


Institute, continue as 


Buchanan 
both of the 
president and 
secretary 
C. Graham Pembroke, assistant 

Standard Oil 
Co.. has been elected chairman of the 
the Virginia 


manager of Esso 


vis on 


section olf 


Assn 


Richmond 
Manufacturers 


19th 
Problems tor Executi 

Pittsburgh 
Jack S. Corlew, assistant man 
ager, Sinclair Refining C« Sincla 
Wyoming: I. G. Lippke, manager, m¢ 


Among those attending the 
Management 
course at the University of 


were 


NEWS 


FAITHFUL 
TRADEMARK 
REPRODUCTION 
IN ILLUMINATED 
PLASTIC 


SIGNS 


SiQns 


PEAS TET NE 


Knoxville ,Tennessee 











L 
L 


NOZZLE 
PLUG 


Prevents Spillage 


IT FITS! 


For Nozzle Tubes 
from I!/," 
to 15%4"' O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 
S. E. C. 39th & Market Sts 
Philadelphia 4, Pa 











CM 
Na 


Lightwelght 
ALUMINUM PUMP 


MEANS EXTRA PAYLOAD 


FIG. 1809 


50% LIGHTER 


Than Conventional Iron 
Pump of Same Capacity 


Pressures to 125 PSi © Capacity to 175 GPM 


Now! Roper engineers have developed 
this new, lightweight pump (Fig. 
1809) that can quickly pay for itself in 
extra payload profits alone. 


Fig. 1809 is versatile and compact, 
with simplified construction and big 
capacity for its small size. It is a 
high-speed unit, with operating speeds 
to match those available with truck 
power take-offs. 


For truck transport use, it’s the best 
because it’s Roper job-proved. For 
more facts send for your copy of 
Bulletin 30 today. 


ROPER HYDRAULICS, INC. 


former! 
Geo. 0. Roper Corporation, Pump Div 
472 Blackhawk Park Ave. 
Rockford, Illinois 








LIGHTWEIGHT 
Housing is heat-treated Aluminum- 
Silicon-Magnesium, an alloy recog- 
nized for its pressure holding, high 
tensile strength, and corrosion re- 
sistance. Pump is 50% lighter than 
iron pump of same capacity. 


BEARINGS 
Lightweight Aluminum-Tin alloy 
bearings for heavy-duty use. Unique 
design of bearings accurately posi- 
tions gears in housing. The four main 
bearings.support radial loads on shaft 
and also form full bearing surfaces on 
gear faces to accept all driving and 
thrust loads 


RELIEF VALVE 
Adjustable low differential piston 
type relief valve is interchangeable 
for either direction of rotation. Can 
be removed without changing the 
setting. Adjustable in 4 overlapping 
ranges from 25 through 125 PSI. 


GEARS AND SHAFT 
Hardened chrome-iron pumping gears 
are cast integral with hardened steel 
shaft. Construction promotes greater 
accuracy and hardness thus giving 
quieter operation and long life. 


MECHANICAL SEAL 
Precision lapped face seal for positive 
shaft sealing. 


PORTING 
Standard 3” pipe tap ports are hori- 
zontal and on opposite sides of case. 
Design permits full capacity flow to 
and from pumping elements. 
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(Continued from page 225) 


thods research department, Socony 
Mobil Oil Co., New York; and John 
J. Nemeth, sales promotion manager, 
Continental Oil Co., Houston, Tex. 
° 

Jim Thompson, advertising and 
sales promotion manager for Bay Pe- 
troleum Corp., has transferred his 
headquarters from Denver to Houston. 
Tex 


Lyle L. Fought, 
manager of sales 
development — for 
Phillips Petroleum 
Co.’s sales depart- 
ment in Bartles 
ville, Okla., has 
been promoted to 
director of sales 
promotion and 
sales development 
It’s a new job, re 
sulting from the 
consolidation of the two sections into 
one after the death of W. J. Kinder- 
man, who was sales promotion man- 
W. J. Holliman has been 
moted to manager of sales promotion, 
and Pat Smittle to manager of sales 
development 


Fought 


ager pro- 


e 
Kenneth H. McCullough has been 
appointed manager of Pure Oil Co.’s 
southeastern marketing division, with 
headquarters in Atlanta. The division 
serves Georgia and parts of Florida 
e 
Officers of the 
motive 


Society of Auto- 
Engineers for 1958 include 
two vice presidents from the oil in 
dustry: R. Wayne Goodale, manager 
of the lubricant division, Standard Oil 
Co. of Calitornia, and Leonard Ray- 
mond, chief automotive engineer, 
Socony Mobil Oil Co 
- 

Joel H. Hayes of Nassau Utilities 
Corp., Roslyn, heads Long Island Oil 
Terminals Assn. for the new year. 
Other officers are Joseph Shapiro of 
Commander Oil Corp., Oyster Bay, 
president; Raymond Slomin of 
Slomin’s, Seaford, treasurer; and 
James R. Wells of Wells Fuel, Great 
Neck 


vice 


secretary 
= 

red W. Gross, Fred Gross & Sons, 
has taken over as president of Oil 
Heat Assn. of Maryland. Other new 
officers include Jack Wailes of J. B. 
Wailes & Sons Co., vice president; 
John M. Myers of Operators Heat, 
Inc.. treasurer; and W. L. Mallonee 
of Cumberland Co., treasurer 
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ngs 


FEBRUARY 


Missouri Petroleum Assn., annual convention, Chase Hotel, St 
Louis, Feb. 10-12 


Nebraska Petroleum Marketers Assn., jobber-management in 
stitute, University of Nebraska, Lincoln. Feb. 10-11 


Tennessee Oil Men’s Assn., management institute, Nashville 
Feb. 12 


API Division of Marketing, marketing research committee 
Biltmore Hotel, New York City, Feb. 12-14 


Intermountain Oil Jobbers Assn., semi-annual meeting, Tropi 
cana Hotel, Las Vegas, Feb. 13-14 


Liquefied Petroleum Gas Assn., southeast regional meeting 
Atlanta Biltmore Hotel, Atlanta, Feb. 17-19 


lowa Independent Oil Jobbers Assn., annual meeting and 
trade show, Hotel Fort Des Moines, Des Moines, Feb. 19-20 


California Petroleum Marketers Council, annual meeting, Hote! 
Fresno Hacienda, Fresno, Feb. 22 


Wisconsin Petroleum Assn., annual meeting and trade show 
Hotel Schroeder, Milwaukee, Feb. 26-27 


API Division of Marketing, lubrication committee meeting 
Sheraton-Cadillac Hotel, Detroit, Feb. 27-28 


MARCH 


lowa Independent Oil Jobbers’ Assn., management institute 
Continuation Center, University of Iowa, lowa City, Mar. 3-5 


Society of Automotive Engineers, passenger car, body and ma 
terials meeting, Sheraton-Cadillac Hotel, Detroit, Mar. 4-6 


API Oil Information Committee meeting, St) Francis Hotel 
San Francisco, Mar. §-7 


Illinois Petroleum Marketers Assn., annual meeting and trade 
show, Sherman Hotel. Chicago, Mar. 17-18 


Ohio Petroleum Marketers Assn., annual convention and mar 
keting exposition, Deshler-Hilton Hotel, Columbus, Mar. 19-20 


Liquefied Petroleum Gas Assn., northeast regional meeting, 
Sheraton Park Hotel, Washington, D.C., Mar. 24-26 


Oil Trades Assn. of New York annual meeting, Waldorf-Astoria 
Hotel, New York City, Mar. 26 


Fexas Oil Jobbers Assn., annual meeting and trade show, Baker 
Hotel, Dallas. Mar 27-29 


Oil Industry TBA Group, Western Division, 7th annual meet 
ing, Santa Barbara, Biltmore Hotel, Santa Barbara, Mar. 31 
Apr. | 


APRIL 


Northwest Petroleum Assn., management institute, Oil Club 
and Hotel Nicollet, Minneapolis, Apr. 8-10 
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Florida Petroleum Marketers Assn., Inc., annual meeting Ft 
Harrison Hotel, Clearwater, Apr. 10-11 


Independent Oil Men’s Assn. of New England, annual con 
vention, Statler Hotel, Boston, Apr. 15 


Michigan Petroleum Assn., semi-annual meeting and booth ex 
hibits, Detroit Leland Hotel, Detroit, Apr. 15-16 


National Petroleum Assn., SSth semi-annual meeting, Hote) 
Cleveland, Cleveland, Apr. 16-18 


Empire State Petroleum Assn., annual spring meeting, Hotel 
Onondega, Syracuse, Apr. 20-22 


American Society of Lubrication Engineers, annual meeting 
ind exhibit, Hotel Cleveland, Cleveland, Apr. 22-24 


National Tank Truck Carriers, annual meeting, Boca Raton 
Hotel and Club. Boca Raton, Fla... Apr. 27-May 1 


MAY 


Georgia Oil Jobbers Assn., annual meeting, The King and 
Prince Hotel, St. Simon’s Island, May 2-3 


Liquefied Petroleum Gas Assn., annual meeting and trade 
show. Conrad Hilton Hotel, Chicago. May 4-7 


Assn. of American Battery Manufacturers, Waldorf Astor: 
Hotel. New York City, May ‘4-7 


Oil Heat Institute of New England, annual convention, Hote! 
Sheraton-Plaza, Boston, May 


Virginia Petroleum Jobbers Assn., annual meeting, Hotel Johr 
Marshall, Richmond. May & 


Pennsylvania Petroleum Assn., Hote! Bedtord Springs, Bedford 
Mav 11-13 


Tennessee Oil Men’s Assn., semi-annual meeting 
Clouds Hotel. Chattanooga. May 11 13 


North Carolina Jobbers Assn., spring convention, © arolina 
Hotel, Pinehurst, May 11-14 


Gasoline Pump Manufacturers Assn., annual meeting, Cloister 
Hotel, Sea Island, Ga., May 12-14 


Oil-Heat Institute of Wisconsin, management institute, Bostor 
School of Advanced Oil Heat Training, Milwaukee, May 14-16 


API Division of Marketing, Roosevelt Hotel, New 
Gsrand Hotel. Point Clear Ala Mav 19-20 


National Oil Jobbers Council, mid-year meeting, Hotel Jung 
New Orleans, May 19-20 


API Division of Marketing, Roosevelt Hotel, New Orleans 
May 21-23 


Louisiana Oil Marketers Assn., annual meeting, Roosevelt 
Hotel. New Orleans, May 23-25 
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DISPLAYED RATE 
The advertising rate is $17.75 per inch for Equipment 
ind Business 
other than 


Opportunity advertising appearing on 


4a contract business 


EMPLOYMENT OPPORTUNITIES 


The rate is $27.00 per inch. Subject to Agency 


ommission 


AN ADVERTISING 
column, 3 columns 
Send NEW 1DS 
NATIONAI 
March Issue closes Ve 


INCH is 


30 inches 


or Inquiries 


hruary 


, 


CLASSIFIED 


measured 7% 
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UNDISPLAYED RATE 


$1.80 a line, Minimum 3 lines. Box numbers count 


one additional line 

POSITION WANTED. Undisplayed rate 
of above rate, payable in advance 
DISCOUNT of 10% 
vance 
ads 


half 


is one 


if full payment is made 
of four consecutive insertions of undisplayed 


inch vertically on one 

a page 

Classified 
P, © 


Ditvstsio 
York ¢ 


Idiertising 
Box 12, Neu 





STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 12,000 Gal. Cap 
Coiled and Non-Coiled 
Cleaned Painted Tested 
Heavier Sater — Cheaper 
Other Tanks Too 
Also Complete Tank Cars 
8,000 and 10,000 Gal. Cap 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


328-332 Connell Building 
Scranton 3, Pennsylvania 
Telephone—-Diamond 3-1117 








FOR SALE 
TRUCK PUMPS YALE & 
BRONZE FITTED 
NOZZLES. BUCKEYE 77 with 
Meters—SMITH T-10 2” Complete 
Meter 4" GRANCO Complete Model LIB 4 
The above equipment is a.) NEW—Never used. Price 
ubmitted on request 
Special prices for quantities” Phone—wire—write 
THE UNIVERSAL OW & GAS COMPANY 
4 W College Street Canonsburg Penna 


TOWNE BV & 


strainer i! 





FOR SALE 
4646 Bennett 
working and in condition 
$150.00 ea. F.0.B. our plant, Elmwood Pk., Il 
Approx: 55—60 gallon Hi-boys, good condition 
ea., F.0.B. our plant, Elmwood Park, II! 

THORNTON OIL COMPANY 

W. Belmont Ave Chicag 4. IMinois 

Spring 7.9200 


Electric 


excellent 


Approx: 25 Model 


Gasoline Pump 


Computer 


$7.50 


FOR SALE 


1200 Gal 4 compartment streamline 
truck tank mounted on 1954 del 
Equipped with meter hose electric reel 


like new. Also 


Sharpsville 


runs 


same equipment on 14 


Your choice $3500 00 
EMERSON PERRINE 
BOX 184, SHARON, PA 





500 TANK TRAILERS 
ALL TYPES, BARGAIN PRICES 
4000 gals. gas or oil, single axle, ft to 
$650.00 up 
5 500 gal tandems ga or ou ts te 4 
$3000.00 up 


ALI 


compts 
mpts 


LATE MODELS—WE HAVE THEM 
APPLEGATE TRAILER SALES 
3900 Richmond St Phila Pa. JE 432 
Agents and inventory in principal cities 














| PROFESSIONAL 
SER VICES 














PROPANE GAS PLANTS 
ANHYDROUS AMMONIA PLANTS 


Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J 











FOR SALE: 


2.000 gal 4 mopt 
ticket printing meter 


WB 22 White 
-ump Autostop 
' " 0 


skirted tank 
hose, reel 


t $297 
1951 Dodge 1500 gal. Semi-skirted 6 compt. tank 


Pump, meter wse and reel. $149 ( 
PENN ECONOMY OIL CO. 


BEDFORD, PA 
Phone 245 





FOR SALE 


PETROLEUM JOBBER 





BUSINESS 


00.000 gallor Maj oil repre 
contracted year t year Excellent financial 
condition. Must be examined 
Located in New York State 
Health 


Annual volume 
sentation 
earnings and current 
to be appreciated 
Reason for selling 


BO -6862 National Petroleum News 


Class. Adv. Div... P. O. Box | N.Y. 36, N.Y 











EMPLOYMENT 


POSITION WANTED 
Sales executive with distributor and major oil 
ind tk h kr pl ‘ 


EQUIPMENT--used-surplus 


FOR SALE 
Tank Trailers—Sale or Lease 
i te Aluminun H 
I 1400 Kansa Ave kK. ¢ Kat 


4000 to 8300 
n Par Cc 


MA-1 


WANTED 


All Makes and Models 
Ik Greensbor« N. 


Wanted. Used 


Give full inf 


pumps 
mation 


| BUSINESS OPPORTUNITIES . 


u 

Plants Selected 
pecialize 
odd Petre 
Minne 


Bulk Oil Propane 
properties throughout the r 
im Se petroleum pr tie Ole B 
leum Markete 605 Produce Bank Bld 


type ta 


Gas Plants 
iwest. We 


Small oil corporation, operating at profit. 7 
‘ iri Lior ‘ tiet un I t por t 
mn of 
Will 


iving 


NATIONAL 





LIMITED 
EDITION 
Platt’ 


OIL PRICE HANDBOOK 
1956 EDITION 


Contains any oil price 
or oil price change in 
1956. Reports for each 
petroleum product 
the average lows, 
average highs, aver- 
age lows and highs 


for each month of 


1956. 

A valuable working 
tool and a must for 
the well-informed oil 


man. 
Act now! Less than 


100 left! 


Please send me the 1956 edition 
of the OIL PRICE HANDBOOK 
‘(a $20 


Check enclosed | | Bill me later [| 


Name 
Address.. 
City 
Zone 
State 
Company 
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B.EGood 


Faster deliveries, more per day 
with this B.F.Goodrich hose 


ERE'S a hose that’s 20% /ighter, 
H much more flexible than other 
tank truck hose of the same size and 
specifications, This saving tn weight 
this added flexibility makes possible 
tor the first time—a really practical 4” 
size hose. It’s a hose, so easy to handle 
and carry, that one man can unload 
ies hook it up, and reload on the 
truck without help. And, of course, 
by using larger hose like this, tank 


trucks can make faster deliveries, more 


per day 


The big difference in this hose ts the 


use of high tensile nylon cord in 
the reinforcement. As you can see 
in the picture, the hose ts so flexible 
it can take a sharp U-turn—even an 


230 


O-bend — without flattening. Yet it has 
all the strength it takes to keep tts 
full round shape at all times—won't 
collapse to cause shut-offs or slow 
deliveries 

Its thick, tough cover is built for 
rough use. Dragging it over concrete 
or gravel driveways won't harm tt 
Letting it stand in gasoline, oil or 
grease won't damage it. And there's 
no danger of sunlight causing it to 
crack or check 

Special rubber compounds make the 
tube of this hose completely gasoline- 
proof, eliminate swelling and flaking 
Either one-time or reattachable coup- 
lings can be used. And the wire filler 
in the reinforcing plies acts as a static 


ground to the couplings. 

This B.F.Goodrich hose ts known as 
Type 82-A—an improved hose that’s 
easier to handle, can make faster deliv 
eries, and reduce operating costs. Let 
your B.F.Goodrich distributor tell you 
more about it, or write B.F. Goodrich 
Industrial Products Company, Dept 
M-265, Akron 18, Ohio 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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TOKHEIM BOOSTER SYSTEM 
STOPS VAPOR-LOCK QUICKLY 


Now, at moderate cost you can equip your 


station for rapid, fool-proof handling of 





modern, high-test fuels. A Tokheim Booster 
System will stop vapor-lock quickly; im- 


prove the performance of your present 
5 New hydraulic pressure 
pumps; eliminate much of the cost of a new regulating valve automat 
, } ically balances the pres- 

submerged pump installation. It’s a won- | SER ARR EE te 


»y 
° ; ‘ | ‘ ‘ ositive 
derful solution to suction pump problems. SE See ee. Gare 
emergency hut-off valve 


Write for details. Ask for Bulletin No. 363. 


TOKHEIM CORPORATION 


There 1s no substitute DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


Sup 7] Wy / rs 1¢ 
come ir! GM SET ALY MM ort wamne 1 SINCE 90 INDIANA 


e e, Ind 


GASOLINE PUMPS Factory Branch: 475 Ninth Street, San Francisco 3, California 
nc r 4 T b ‘ | td Toront ' 


nada kheim-Reede ida 205 Yonge St 














Atlanta 
Boston 
Chicago 
Cleveland 





GASOLINE 4 
DISPENSING : 


se DISPENSERS 


; TINE NTAL - s 
conn REMOVO” FUME 


METER SYSTEMS, INC., Erie, Pennsylvania 


Dallas Kansas City, Mo. New York 
Denver Los Angeles Oakland, Calif. 
Detroit Minneapolis Philadelphia 


Erie New Orleans Seattle 








